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KON-ITE WATCH STHAP 


KONSTE WAICH STRAP 


The Kon-ite line offers every desirable feature in leather 
watch straps. The new Kon-ite STYLE BOOK, describing 
these features, is now ready for distribution. Watch for 
your copy. 


A. SAUER & COMPANY 
439 Race Street Cincinnati, Ohio 


1 











Whatever Appears in Jewelers’ Circular-Keystone ‘is Automatically a Matter of Record in the Jewelry Industry 





NOVEMBER, 1940 


Vol. 111, No. 2 





P. M. FAHRENDORF, President 


and General Manager 


EDITORIAL STAFF 
FRED V. COLE, Editor 


Associate Editors 
JOHN J. BOWMAN 





In This Issue 


The cover—A symphony in cabochon emeralds and diamonds. The magnificent 

bracelet combines three rows of cabochon emeralds with baguette, emerald-cut 

and round diamonds, and the finger ring uses two large cabochon emeralds and 

baguette diamonds. Carved emeralds in the watch bracelet simulate leaves. 
Jewels from Edmond Frisch, Park Ave., New York. 





DONALD S. McNEIL Secakineg of the Foweley Teele «on. 5 ccs sc ccc ccc tew ene cenweweaes 47 
J. RODMAN KEAGY ica hie PR a eee eee i 
4. RICHARD IANDER Veiled Prophet’s Ball Shows Trends in Jewels ............-- tee eeee 49 
JOHN E. McGINN, Art Editor I inn ok ee A eee Ree ee PR 50 
L. W. MOFFETT, Washington Editor “ 
JAMES G. ELLIS, Associate iS ideas for Pre -O bristhias NGS ica ss bb is ed ve ho ea eae See ee Oe 52 
Natl. Press Bldg., Washington, D.C. yf s ee ates . : se ~ 
HARRY R. TERHUNE, Western Editor Yes, You Can Afford Christmas Trimmings......... Adrian S. Samuels 54 
201 Oceano Dr., Los Angeles, Calif. : ; - - ‘3 ee inte 
Sparkle for Holiday Windows.............0.00006. George A. Smith 56 
BUSINESS STAFF Knowing Yesterday’s Designs Sells Silver Today......... Belle Kogan 58 
WM. A. MAAS, Business Manager . i . , a . 
A. ¥. ANSEL, Circulation Manager POOP Wate Pemmaction ta 0). Bin. wn cesta eer eee new eeweeds 60 
Tiffany ans Mé ifice .ew cole ahaha eee ce idee ho Opto t ceiecctony O4+4 
sinter oe Tiffany Opens Magnificent New Home j 
ERNEST H. BENNETT NS FIT ES 5g ek Sido wt Fe ee Ee ee aR KER ERS 66 
C. J. HACKETT 
H. H. HETHERINGTON Show ’em Rough—They’ll Like It.............. Richard H. VanEsselstyn 68 
J. RICHARD IANDER Veountile Displays at Moderate Cost... 0066 icc cece cc cteencoes 72 
ARTHUR J. TUVERI ; 
Cg ee Pen eee ee ee ee eee Ce re ee 84 
NEW ENGLAND 
Sloe ti i Sear ay ae eee Cer RL ere em ae ere a oe 94 
 secanabiiaian Clock Production in 193 
434 Ind. Tr. Bldg., Providence, R. | Christmas and Your Gift Department............. . J. Richard Jander 100 
140 Federal St., Boston, Mass. 
Practical Modern Watchmaking.................... Howard L. Beei:ler 129 
CHICAGO 
CLAUD WHEELER. 29 E. Madison St. Workshop Queries and Answers...........:.......+. John J. Bowman 132 
PITTSBURGH Advertising Index es RR al a ear ee et a as ea wea @. a ara eeOe Ole © eee eT er ous 143 
E. H. SYKES, 600 Amer. Bank Bldg. And in Conclusion ..... a et ene eee ae Oe ee The Editor 144 
SAN FRANCISCO 
CHARLES H. WOOLLEY, 444 Market St. 
Copyright 1940 by Chilton Company (Inc.) 
ISRAEL DOBSEVAGE, Harrison, O. 
Owned and Published by 
Editorial and Executive Offices Publication Office 
100 E. 42nd St., CHILTON COMPANY (Inc.) Chestnut at 5éth St. 
New York, N. Y ® Philadelphia, Pa., U. S. A. 
OFFICERS AND DIRECTORS 
C. A. MUSSELMAN, President 
Vice-Presidents 
JOS. S. HILDRETH GEORGE H. GRIFFITHS EVERIT B. TERHUNE J. H. VAN DEVENTER C. S. BAUR 


WILLIAM A. BARBER, Treasurer 
THOMAS L. KANE 


JULIAN CHASE 


G. C. BUZBY 


JOHN BLAIR MOFFETT, Secretary 


P. M. FAHRENDORF HARRY V. DUFFY 


Published monthly by Chilton Company (Inc.). Entered as second class matter at the Post Office in Philadelphia under the Act of March 3, 
1879. Subscription prices—United States, its possessions: one year $2.00; Mexico, Central America, South America, Spain and its colonies: 


one year $2.00; Canada: 


one year $3.00; other foreign countries: one year $6.00; single copies 25c. Subscriptions payable in advance. 


CHARLES J. HEALE 




















eres NA pers 





¢ 

Parts PrN de BA ia bh! 

Sed i: 
ee eee 


cE inrmeres 





ares) bas? pote 






tas oes me Tete Hess. eave lita, lS 
ace pan BEd, ‘ gs sti kr pm eT SO aU ae ee ee sj 
_ tay hgh Pad Saas). 9 ¥ ee 
ght aon 
; 
\ 
F, as 





NOVEMBER, 1940 


VOL. III, No. 2 





SPEAKING OF 


URVEYORS of engagement and 
wedding rings to those for whom 
the course of love runs smooth, jew- 
elers may be no little surprised to 
learn that they now have the oppor- 
tunity to cater to the jewelry needs 
’ of those miserable mortals who suffer 
the pangs of unrequited love. 
An organization known as “The 
Carry the Torch Clubs of America” 











has patented and is selling a pin. 

In all solemnity, 
the three-fold purpose of this move- 
as announced by its press- 


we pass along 


ment, 
agent: 

‘1. The encouragement of those 
helping the course of love flow 
smoothly. 

“2. Honoring creative efforts 
which best interpret the feeling of 
7 
“3. To serve as a clearing house 
of new for alleviating the 
pangs of unrequited love.” 

“The only qualification for mem- 
continues the announce- 
ment, is a feeling of affection for the 


opposite sex.” 


ideas 


bership,” 


o > 


HEN Tiffany moved uptown 

last month from 37th St. and 

Fifth Ave., to palatial new quarters 

at 57th St., in New York, its whistle 

—ves, sir, you heard right the first 
time, its whistle—was a problem. 

Invented by the late George F. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for November, 1940 


THE 


JEWELRY TRADE 


Kunz, vice-president of Tiffany’s and 
internationally famous gem author- 
ity, the whistle was blown four times 
a day, like any factory whistle, dur- 
ing the store’s last years at Union 
Square and 15th St., and for several 
years following the removal in 1905 
to the 37th St. and Fifth Ave. ad- 
dress. 

Latterly, the whistle has sounded 
but once a day, for four seconds 
starting precisely at noon, serving 
as a dependable time signal through- 
out the Murray Hill district. Hun- 
dreds of people daily set their watch- 
es and kept appointments by it. 

With the whistle’s last blast sched- 
uled for Oct. 18, the publishers of 
Cue, a theatrical magazine, negoti- 
ated with Tiffany and the Astor Es- 
tate, which acquired the building at 
37th St., to buy the whistle and move 
it to the Cue building at 6 E. 39th 
St., where it would be tooted by com- 
pressed air instead of steam. 

The Cue people were ready to in- 
stall the whistle, when Tiffany’s 
thought maybe they’d better take it 
along to 57th St., not to blow, but 
just for old time’s sake. Cue still 
hopes to get the Tiffany whistle, but 
if Tiffany won't give it up, the maga- 
zine promises to buy a new whistle, 
so Murray Hill will continue to hear 
a lunchtime toot. 


© © 


MAGINE the surprise of Louis 
Murdock, of East Islip, Long Is- 
land, a few days ago when he fixed 
a flat tire on his automobile, and out 
tumbled a wrist watch! 
Murdock remembered that the tire 
had been placed on the wheel in July, 
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1939, when he was visiting his uncle 
in Clinton, Conn., and correspon- 
dence revealed that the watch had 
fallen from the wrist of the mechanic 
who worked on the tire. 

Though the tire had traveled 24,- 
900 miles during the intervening 15 
months, the crystal of the watch was 
not broken and the watch began to 
run as soon as Murdock wound it. An 
imprint vf the watch and strap was 


‘left in the tube. 


The widely traveled watch was 
displayed in the jewelry store of H. 
L. Terry & Sons, Islip. 


© > 


OR some reason or other, this 

department seems to be overrun- 
ning this month with freak stories 
of watches that have survived a vari- 
ety of hazardous adventures. Here’s 
another—use your own judgment 
about believing it. 

Anyway, the United Press, in a 
dispatch from Yakima, Wash., states" 
“22 years ago, Don Gilcrest lost his 
small gold watch and chain on the 








Bart Conrad ranch near here. Re- 
cently Conrad found them and re- 
turned them—only slightly damaged 
by exposure—to the owner.” 

It’s a little difficult to believe that 
a watch which had been lying out in 
a meadow for 20 years should be 
“only slightly damaged.” Perhaps 
a newspaper reporter’s idea of slight 
damage is a little different from what 
a watchmaker’s would be. 








66 ABLEWARES of quality are 
best sold in a special depart- 
ment,” said the manager of the Geo. 
T. Broadnax Jewelry Co., Memphis, 
Tenn. “Our second floor shop en- 
. ables the patron to concentrate on 
tablewares, and lamps. It a patron 
has just so much to spend (and when 
gift-seeking, the majority of people 
have mentally determined how much 
they wish to pay) we suggest that 
the amount be spent for one item of 
quality, rather than for a larger 
amount of popular price merchan- 
dise. A gift of quality always adds 
to one’s social prestige. Then, too, 
if the giver starts a set of fine china, 
that set will be filled out either by 
the recipients or their friends—at a 
greater profit to us. 

“We express this idea in our win- 
dows as well as in the Gift Depart- 
ment. We never crowd the window, 
each item being shown as a genuine 
work of art. Shortly after the first 
of the year, when the mid-winter 
entertaining was at its height we ar- 
ranged a series of three windows, 
featuring the highest quality table- 
wares. The first displayed ‘China of 
Distinction’—service plates and sev- 
eral art vases. The second showed 
some fine specimens of rock crystal: 
while the third window bore a card, 














‘Cheer up your home, old or new, 
with Broadnax glamour gift wares.’ 
Among the objets d’art shown here 
were porcelain vases and lamps with 
crystal bases and pendants.” 
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RUST Bob Slagle of Houston, 

live wire jeweler and ANRJA 
vice-president, to be on his toes for 
seeing and making the most of op- 
portunities for out-of-the-ordinary 
jewelry store advertising. 

Karly last month, when syndicated 
columnist Ernie Pyle devoted his 
daily space to a story on a veteran 
watchmaker, Slagle printed Pyle’s 
picture in his advertisement the next 
day, directing attention to the col- 
umnist’s comments on “old time 
turnips,’ and tiny modern watches. 

A few days later, a prominent 
Texas manufacturer, outside of the 
jewelry industry, used as an illustra- 
tion in one of his advertisements, two 
watches of similar appearance, of 
widely different quality. Slagle 


promptly cashed in on the attention 
this other advertising had received 
by using the same picture and a ref- 
erence to the advertisement in his 
own ad in getting across the fact that 
the watches he sells are the quality 


kind. 











"Can you hold it till tomorrow for me? I'm 
going to the bankers’ convention tonight." 
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OW while the movie, “Jessie 
James” is going the rounds, of 
great interest is the watch owned by 
Dougald Smith of East Lansing, 
Mich., given him by his grandfather 
who was one of the posse that chased 


the James throughout the 
Southwest. 

When tiie desperadoes were cor- 
nered, Frank James tossed away 
some of the loot from a recent rob- 
bery among which was the watch. 

Of heavy gold, it was manufactur- 
ed by the American Watch Co., and 
still keeps time, although it has only 
one hand. In the gold back cover is 
plainly engraved the name of W. M. 
Ellery. The watch was on exhibition 
in the window of a downtown jewelry 
store in Lansing during the showing 
of the picture. 


gang 
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7 ERE compliment has been 
paid to the attractive newly 
modernized jewelry store of Nate 
Morgan in Pocatello, Idaho. 

The Idaho Power Co., in a recent 
direct mail folder, designed to sell 
more and better lighting equipment, 
uses the Morgan store as an example 
of an ideal lighting installation. The 
folder which is handsomely done in 
two-colors, contains four photo- 
graphs of Mr. Morgan’s establish- 
ment as well as a personal photo- 
graph of the proprietor, and de- 
scribes the powerful yet glare-free 
lighting installation which provides 
an illumination of 78 footcandles on 
the showcase tops with 100 foot can- 
dles inside the cases. 


© © 


“OW many separate articles pur- 

chased in a jewelry store can 

a man wear at one time without du- 

plicating any of them and without 
being over-dressed? 

William G. Drosten, prominent St. 
Louis retailer, recently surprised a 
gathering of fellow jewelers by 
enumerating more than 20 separate 
and distinct things from the jewelry 
store, which he had on his person at 
the moment. See how many you can 
name. Correct answer will be pub- 
lished next month. 

Incidentally, why not check jew- 
elry worn by men on your staff— 
such as tie clasps, cuff links, and 
modern watch straps? 
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Veiled Prophet’s Ball 


Shows Jewelry Trends 


Above, the diamond, sap- 
phire and pearl tiara with 
which the Queen of Love 
and Beauty was adorned 
at the glittering social 
event. The crown-shaped 
center ornament can be 
demounted and worn sep- 
arately as a brooch, as 
photographed at the left. 


ASHIONABLE women this winter will wear colorful, ornate jewelry, say St. 
Louis jewelers, judging by what was seen at the Veiled Prophet’s Ball, annual 
society event which launches the winter season in the Missouri metropolis. 

Most favored pieces among the evening-clad women who bowed in honor to “His 
Majesty the Veiled Prophet,” bejeweled symbol of the 62-year-old event, were carved 
emeralds, star sapphires, clips of multi-colored stones, heavy diamond brooches and 
shoulder clips, and clusters of baguette and round diamonds in bracelets and pendants. 
Heavy gold jewelry, particularly bracelets, was likewise noticeable. Among the 
12,000 persons who attended the ceremony of crowning the Queen of Love and Beauty 
by the Prophet, jewelry was impressive for its brighter color and massive design. 

Flower motifs for earrings and clips were outstanding—also creations of heavy yel- 
low gold for shoulder clips and pendants. Diamonds were more in evidence for the 
1940 ceremony than for the past several years. 

The crown each year is made long in advance of the Veiled Prophet’s Ball by a 
jeweler whose name is never announced. As pictured, this year’s diadem combines in a 
heavily ornamented filigree 55 diamonds, 17 cabochon sapphires and one pear-shaped 
faceted sapphire. The lower edge is outlined with a row of 12 natural pearls. The 
design of the tiara is one of delicate whorls framing the crown-shaped center ornament, 
which can be detached and worn as a brooch, as shown in the accompanying photo- 
graph. This is the third year in which sapphires have been featured. The Queen of 
Love and Beauty retains the crown as a remembrance of the honor bestowed upon her at 
this distinguished social event. 
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Christmas 


%* An “antique scroll’? of wall-board 
flanked by Christmas candles and 
holly of the same material urges 
“Make This a Silver Christmas.” 
Used by: Bromberg’s, Birmingham. 

















%* Rank & Motteram, 
Milwaukee, use _ small 
silvered trees to inject 
the Christmas atmos- 
phere into this display 
recommending a watch 
as “The Gift of Gifts.”’ 


*% A real Christmas tree, set up at the 
curb, and bright with colored lights, 
draws holiday shoppers’ attention to 
Purvis & Son, Jonesboro, Ark. Color 
scheme of the window is silver and blue. 





% Simple yet striking is this win- 
dow at Mermod-Jaccard-King, St. 
Louis, with a white tree standing 
out sharply against dark blue velvet 
hangings spangled with silver stars. 





Windows 


* The clear cold of the midnight Christmas 
sky is the theme of this display by Udall & 
Ballou, New York. White velvet pads at- 
tached to trunks of saplings suggest snow- 
clad spruce boughs and a d‘amond studded 
cross glitters from the top of the miniature 
white wall-board steeple against a blue “sky.” 


% What better suggests Christmas-giving than stockings 
at the fire-place? Gold jewelry is pinned to these simu- 
lated stockings of bright satin hung before a “‘fire” of 
brown velvet-covered “logs”? capped by cut-out “flames” 
of searlet. Gaily colored Christmas tree balls add a 
further holiday note. A companion window uses men’s 
jewelry on masculine socks. Udall & Ballou, New York. 














* Borsheim’s, Omaha, Neb., suggests 
gold jewelry for Christmas by using it 
for the decorations on this green- 
m3 painted wall-board tree. Note how the 
vag q., Ae. mw a =a 4 bed necklaces are draped like tinsel ropes. 
Fine Sew Sy ¢ 
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% Real Christmas trees gaily deco-. 
rated, slotted “snow- balls” holding 
sparkling rings and other jewelry gifts 
interspersed with miniature trees, | 
against a background of simulated 
snow, make a gay and colorful dis- 
play for Busch Jewelers, Denver, Colo. 
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15 Ideas for Your 


NOMING 


ably, for the whole industry. 


the best Christmas since 1929? 


Prob- 
Certainly for your 


store, if you go after it! These holiday advertisements, 
chosen from thousands of jeweler ads of last season, may 


help you plan a sales-productive 


1940 Christmas series 


for your store, to start the day after Thanksgiving. 
Two helpful ways to assist harrassed shoppers in the 

selection of Christmas gifts are used in this assortment 

of holiday ads. Stifft’s, Little Rock, and L. Lechenger, 


Dallas, group gifts according to the recipient, in ads 
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Pre-Christmas Ads 


numbered 1 and 2. The former has suggestions for 
mother, father, sister, brother, “her” and “him,’’ while 
the latter offers gift solutions for “her,” for the home, 
and for “him.’ 

The second and equally useful method of grouping 
gift suggestions is by price brackets, as done by Weis- 
field & Goldberg, Portland, Ore. (15). Here shoppers 
who must budget their Christmas expenditures are given 
gift ideas priced at $1 and under, $3 and under, $5 and 

(Please turn to page 76) 
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Yes, You Can 


By ADRIAN S. SAMUELS, 


Sayre, Pa., retail jeweler 
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Three low-cost, effective ways 
to Yule atmosphere — illumi- 
nated trees atop wall cases; 
“snow''-decorated counter case 
plateaus, and doorway display 
of lighted Christmas tree and 
g ft suggestions. See facing 
page for arrangement details. 
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Afford Holiday Trimmings? 


ERHAPS the most difficult problem that confronts 

the small jeweler when he contemplates dressing up 
his store for Christmas is the question of change. He is 
apt to wish he could make his store look different during 
this most important season in order to take full advan- 
tage of the opportunity for added business. The perma- 
nent fixtures of a jewelry store do not lend themselves 
readily to a change of layout, especially where space is 
limited, but the showing in each case can be definitely 
varied to produce the desired result. 

If you watch your five-and-ten stores you will note 
that they frequently move merchandise from one position 
in the store to another, at the same time changing the ar- 
rangement of the goods. This in itself produces a de- 
cided change, and the idea might well be adopted by 
jewelers. Many of the articles you sell are distinctive. 
and, though you may sell dozens of them, if you put the 
replacement back in the same spot in the case and group 
it with the same related articles, your customers are apt 
to think it’s the same old one they saw last year. 

The week before Thanksgiving is a good time to begin 
your Christmas trim. This will tend to promote early 
shopping by impressing the proximity of Christmas on 
your customers, and it will show them that you are ready 
for Christmas business. 

In the matter of Christmas trim, it is unnecessary to 
go to great expense. One good way is to buy things that 
can be used over again for several years. You can start 
with a small outlay and add to it yearly until you have 
all you need. If your wallcases are not recessed in the 
wall, the tops provide an ideal place for general decora- 
tion. Four or five imitation Christmas trees of varying 
sizes can be made into an attractive group when trimmed 
with inexpensive Christmas ornaments, foil “icicles” and 
tinsel. A few such units tastefully placed around the 
tops of the wallcases will provide a distinctive trim for 
your store, and you can easily change the arrangement 
from year to year to prevent sameness of effect. 

Under each group of trees you might put a 40-watt 
lamp, using as a reflector a five-cent tin funnel from 
which the spout has been removed. The indirect lighting 
thus produced will shed a pleasant glow on the inside 
of your store and will help to induce a Christmas atmos- 
phere. They should be lit as soon as it becomes dark, 
and it is worth-while to keep them lit all night during the 
season. You'll be surprised how many people will walk 
up to your door when the store is closed just to see the 
effect. And many of them will come in next day to tell 
you about it. 

Talking about Christmas trees, why not mount a four- 
or five-foot tree on a small table or stand, decorate it at- 
tractively with ornaments and lights, and place a few 
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attractively wrapped packages to suggest Christmas 
gifts and an assortment of merchandise about the foot 
of the tree? 

This display can be placed at the end of the aisle 
during store hours, and at closing time can be moved di- 
rectly behind the door, where sidewalk shoppers can see 
it—bright with lights and bright with gift suggestions. 

An important point to remember, however, is not to 
overdo store trim. Your good judgment will tell you 
when you have enough. After all, the first consideration 
is to sell merchandise, and it is not wise to have a Christ- 
mas trim so attractive that the customers will not look 
at your wares. As soon as Christmas has passed, start 
getting the trim down. Nothing is to be gained by leav- 
ing it in place until the middle of January. 

Possibly you have not considered the fact that a great 
many of the things you sell have a decorative value of 
their own. If your customers buy these things for orna- 
mental purposes in their homes, why can’t you use that 
fact in your display scheme? A vase, for example, sep- 
arated from its usual grouping and placed on a showcase 
with a nice arrangement of flowers—well, it helps im- 
mensely in decorating your store, and you'll probably be 
surprised to see how soon you'll sell it. Red and green 
are traditional Christmas colors, and you can take full 
advantage of many items made in these colors by placing 
them judiciously around the store. Manicure sets with 
red or green linings can be used in this manner, and 
don’t overlook the ladies’ colored bill folds and key cases. 
Bright red or green boxes in which some articles come 
may be used in the same manner. The idea is to blend 
them carefully with the more drab-colored things in 
order to brighten the whole display. 

With this done, the cases should come in for some 
attention. Floor cases may be effectively brightened in 
the Christmas manner by covering the platforms or bot- 
tom with white cotton batting. Sprinkle on some mica 
“snow” for glitter, and trim the case same as you would 
a window. As a matter of fact, the cases should, if pos- 
sible, be even more attractive than the windows, because 
that is where the sale is made. Two or three sprigs of 
real or imitation holly in each case will give an added 
touch. And here is the place to remember about using 
your colored merchandise and boxes wisely. 

If the bottoms of your floorcases are flat, it might be 
desirable to build up your display with some sort of 
platforms, which should also be covered with the white 
batting. These hints are, of course, addressed to those 
jewelers who, for one reason or another, are not equip- 
ped with the ready-made and fine displays that are on 


the market. If you’re one of the fortunate ones to whom 
(Please turn to page 75) 
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This corner window has a 
good corner on effective- 
ness. The illuminated tree 
and display fixture rotates 
on a concealed turntable. 


























by GEORGE A. SMITH 


Sparkle for Holiday Display 


T’S surprising what excellent Christmas window dis- 
plays can be created at low cost from wallboard, 
corrugated board, duveteen, felt, velour, satin, sateen, 
velvet and the wealth of other available materials on the 
market. the 
various blues, deep greens, dark red, old rose—are best 


Solid-color materials, without patterns 
for covering the floor, plateaux pedestals and backs of 
windows. 

Embellishments such as braid, ribbon and mouldings 
can be used to ornament the window fabrics, always 
remembering, however, not to use materials that will 
overshadow the actual merchandise, the sale of which is 
usually the one and only object of window display. 

linally, before commencing the principal subject of 
this article, remember that wise old maxim: Better bring 
customers into the store with the display of a relatively 
small selection of well-chosen merchandise, in the right 
sort of setting, than send them past your windows and 
along the street, befuddled with a cluttery jumble of 
jewelry, watches, silver and giftwares, crammed without 
rhyme or reason into hodgepodge displays. 

The three Christmas window displays sketched on 
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these pages can be made by jewelers who have a flair 
for simple electric wiring, jig-saw carpentry, shears and 
paste. If a jeweler hasn’t the little time or talent that is 
needed to copy or slant these ideas with his own hands, 
he can hire a local sign painter or show card artist to do 
the job for a few dollars. 

The sketch above is an eye-catcher for a small corner 
window. It consists of three wallboard panels, with the 
center one placed diagonally across the corner. Selling 
messages can be lettered on the two side panels. 

A rotating artificial Christmas tree, fitted with disks 
upon which jewelry can be displayed, is the star per 
former in this window. The tree can be made with a 
conical frame of wire covered with green cellophane or 
silk, wrapped with tinsel or chenille and perhaps lighted 
inside. Disks cut out of wallboard with edges simulating 
holly can be placed down over the tree for an “‘action” 
display of small merehandise. A small turn-table rotates 
the tree. 

Spotlighting will enhance, this window arrangement 
after dark. Platforms are made up in the usual manner 
and placed as illustrated. Sprays of holly, mistletoe and 
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Light on shoppers’ problems 
floods down from this Christ- 
mas bell. With different 
props, the same setting can 
be used also for New Year's, en 
Eastertime and July Fourth. | 


























Christmas tree ornaments placed here and there will add 
to the holiday atmosphere. 

The luminous bell display at the top of this page con 
sists of three pieces of wallboard attached to a wood 
frame, the black portion between the sections backed up 
with wallboard covered or painted with a contrasting 
color to give depth. At top center is a holly wreath, 
decorated at the base with ribbon and sprays of natural 
or artificial spruce, and placed out six inches from the 
face of the panel and supported by a wood or metal 
bracket is a papier-mache or wire-frame bell, finished 
with holly leaves or wrapped with tinsel. 

A 75-watt incandescent lamp, hung with reflector mid 
way inside the bell, shines directly down on merchandise 
placed on built-up platforms below the bell, forcing 





attention to the rings, jewelry and watches that high 


spot the display. The outer star in the center of the 
wreath can be painted in brilliant colors, with the center 
star lighted inside and covered with colored cellophane. 
The center plateaux and pedestals consist of wallboard 
over wooden frames, treated with a coat of paint or 
covered with fabric. 

Since watches and clocks are holiday best-sellers, the 
unconventional, modern display at the bottom of this 
page will create attention—and, in spite of appearances, 
it will be The 


curved side-piece and the disk, which represents a large 


simple and inexpensive to construct. 


watch face, are made of wallboard attached to a wooden 


framework and faced with velvet in two tones of blue. 
(Please turn to page 78) 





“TIMELY GIFTS” 
That go to work on 


Aristmas mornin 


















This unconven- 
tional set, made 
of wallboard dec- 
orated with blue 
fabrics and paper 
stars, accents 
wrist watches, 
which are at- 
tached to a cir- 
cular panel il- 
luminated from 


behind the ‘dial. 
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REGENCY SIDE CHAIR 
OF EMPIRE INFLUENCE 


\ 





REGENCY GRILLWORK 


REGENCY ARMCHAIR SHOWING 

EGYPTIAN INFLUENCE 

PLATED STERLING 
CORONATION REGENCY 
ROGERS, LUNT+ BOWLEN Co 


COMMUNITY PLATE 
) Lg 
, QD. 


DETAIL OF CARVING SHOWING 
THE CLASSICAL INFLUENCE ON REGENCY 
TWIN COLUMN LAMP 


VICTORIAN TASSEL 


FOOTSTOOL WITH 
FRINGE AND TASSELS 

STERLING VICTORIAN SIDE CHAIR 
KING EDWARD WITH ELABORATE CARVING 


VICTORIAN SIDE CHAIR PLATED 
GARDEN 
R. WALLACE +SONS THE GORHAM Co 


WITH CASTORS 
REGENCY AND VICTORIAN 
I9™ CENTURY ENGLISH 











Patterns representative of these periods are found in all of the quality makes, but space pre- 
cludes the picturing of more than one example in sterling and one in plate for each style era 
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Knowing Yesterday’s Designs 


Sells Silver Today 





drapes?” 


satisfaction? 





“We're refurnishing our dining room in Regency,” the cus- 
tomer says. “Our old silver looks out of place. What pattern 
would you suggest to harmonize with Regency furniture and 
Would you know how to answer her question 

how to complete a sale that will insure complete and lasting 
This article, by Belle Kogan, gives you the 
characteristics of the Regency and Victorian periods and 
guides you in the selection of sterling and plated patterns 
that will harmonize with each of these decorative styles. 
This is the seventh in a series of articles intended to help 
jewelers and their customers choese style-right silverware. 





BELLE KOGAN 





Part VII -- Regency and Victorian Influences on Silver Design 


N England, during the early Nineteenth Century, 

the period of George IV's Regency developed a 
decorative style that is undergoing a major revival to 
day, in somewhat adapted form. In two major coordi 
nated home furnishings programs, department stores 
throughout the country are building their Fall 1940 
presentations around the Regency theme. 

Occurring simultaneously with the French Directoire 
and Empire styles [see the Jewerers’ CircuLar-Key 
STONE for October, 1910, pages 58, 59], the Regency, of 
course, derived from similar design sources, but was in 
terpreted according to English standards of comfort and 
sturdiness. Furniture of rosewood, mahogany, or 
painted in black and gold followed Greek and Roman 
lines, but was designed with a rather more careful eye 
to human living requirements. Popular motifs, often 
expressed in brass furniture mounts, were animal heads, 
ivy and laurel leaves, crossed arrows, rosettes. Leaves 
and flowers and lyres appeared, too, in fabrics and floor 
coverings, both of which were used with a lavish effect. 
Carpets covered floors from wall to wall, draperies were 
hung in rich swags and valances. High colors, such as 
bright yellow, Chinese pink, maroon, and the warm 
pastels—lavender, salmon, apricot, sea green—contrib 
uted to the fine formal decor. 

In its current interpretation, Regency follows a sim 
plified version of the formal original, done in livable 
style suited to modern needs, accented by modern 
touches. Silver, china, glass and accessories reflecting 
this period, should be featured as appropriate for use 
with it. Certainly to tie with the new vogue for Re 
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gency, a window or interior display might be arranged, 
using such typically Regency accessories as _ gilded 
column vases, cigarette boxes or ashtrays of crystal with 
the characteristic lyre motif, bowls or stemware with 
the classic laurel wreath, cornucopiae of china or glass, 
candelabra in appropriate forms—with perhaps a Re 
gency lamp or two or even a small occasional table or 
twists of rich fabric to set the atmosphere. It is the 
accessories that really create the Regency atmosphere 
in rooms of today, blending as they do with Eighteenth 
Century furniture and lending a note of not too formal 
elegance to our contemporary living. 

The period of Victoria, from 1837 to 1901, is one 
with which we are all fairly familiar, and one which 
produced a type of decoration that had more of bad 
than good taste. The machine replaced handcrafts, but 
had not been mastered as a means in itself to beauty, 
rather than as a means of reproducing, artificially and 
unauthentically, original decorative art. “‘Stuffy”’ is the 
adjective that comes to mind in connection with the 
Victorian era—shuttered windows producing a_ stuffy 
atmosphere, shuttered minds producing a stuffy point of 
view. Furniture was of heavy black walnut or rosewood, 
over-carved, over-ornamented, upholstered in plush or 
horsehair. And because pretty much everything about 
the decoration of the period was “over,” so were the 
rooms overcrowded with ornaments, bits and _ pieces, 
shelves laden with bric-a-brac, waxed flowers under 
glass domes, bead-fringed lamps and the omnipresent 


blackamoor. 
( Please furn to page 93) 








NON-JEWELED WATCHES 
COMPLETE WITH CASES 








JEWELED WATCHES COMPLETE 
AND JEWELED MOVEMENTS 
FOR SALE SEPARATELY 











TOTAL 



























































, 







































































19 35 





19g3a7 19 39 


AMERICAN WATCH PRODUCTION, in millions of dollars, for 1935, 1937 and 1939 includes establishments manu- 
facturing watches, materials and parts (except watchcases) and also establishments engaged in the assembling of 
watches from purchased movements and purchased cases, for which statistics cannot be shown separately. The three 
tall bars, in gray, show the industry's total production, including nonjeweled movements, materials and parts. 


1939 Wateh Production in U.S. 


ATCH manufacturers and assemblers in the 

United States last year enjoyed the second high- 
est production peak in their history. The value of pro- 
duction, $52,049,500, was one-third greater than 1929, 
although one-sixth below 1937, when the American clock 
and watch industry reached its height of operation. 

Growing tendency on the part of a considerable section 
of the public to purchase a jeweled watch—probably 
seven jewels—-instead of a non-jeweled model was indi- 
cated by the fact that production of non-jeweled watches 
complete with cases dropped 25 per cent in number of 
units and 26 per cent in dollar value below 1937, while 
the manufacture of jeweled watches complete and jew- 
eled movements for sale separately declined only 17 per 
cent in number and 14 per cent in dollar value from two 
years before. 

Jeweled watches complete and jeweled movements 
produced for sale separately totaled 4,084,863 valued at 
$43,104,233 for 1939, compared with 4,900,232 units 
worth $50,148,059 in 1937. 

The 1939 figures include the following classes of pro- 
duction, as reported to the Biennial Census of Manufac 
tures: 

1,345,891 watches, with movements made by the re- 
porting factory but cased in purchased cases (exclusive 
of jeweled clock movements), valued at $19,163,800. 

925,418 watches, with both movements and cases pur- 
chased by the reporting factory, valued at $10,182,419. 

1,813,554 watches (1) with both cases and movements 
produced by the reporting factory; or (2) with cases 
produced and movements purchased by the reporting fac- 
tory, or (3) jeweled movements produced for sale sepa- 


rately, by the reporting factory. 

American factories last year turned out 8,895,539 non 
jeweled watches complete with cases, for a valuation of 
$7,597,136, compared with 11,876,500 units worth $10,- 
395,029 in 1937. In addition, $1,348,131 worth of non 
jeweled movements, and watch materials and parts ex- 
cept watchcases was reported for 1939, compared with 
$1,527,610 made in 1937. 

The Census of Manufactures groups manufacturers of 
watches and watch materials (except cases), along with 
manufacturers of clocks, for statistical purposes. It 
shows 74 establishments in this industry during 1939, 
employing 1726 salaried personnel and an average of 
17,878 wage earners primarily engaged in manufactur 
ing in this industry, either whole or part time. 

The number of wage earners decreased 23 per cent 
from 1937, and their wages—%20,467,333 in 1939—were 
less than the 1937 figure by 25.7 per cent. These de 
creases may be partially accounted for by the fact that 
the 1939 census questionnaire, for the first time called 
for personnel employed in distribution, construction, 
etc., separately from the manufacturing employees of 
the plants. It is not known how many of the wage 
earners reported for 1937 were engaged in distribution 
and construction and how many were engaged in manu- 
facturing. 

The value of products of the industry for 1939 
amounted to $84,846,136, a decrease of 13.4 per cent 
compared with the $97,933,776, reported for 1937. The 
value added by manufacture, less the cost of materials, 
supplies, fuel, purchased electric energy and contract 
work, was $49,642,128. 
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Once again... Longines introduces 
a new style innovation... 


The Ln ‘Cable Cord’ 


(patent applied for) 
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Longines, Cable Cord “Alma” Longines, Cable Bracelet ‘Banff’ 


STYLE LEADERSHIP 


The style leadership of Longines Watches is acknowledged by 
the industry. Since 1939, for instance, 


LONGINES was first with PINK GOLD watches 

LONGINES was first with PINK GOLD in combination 

LONGINES was first with the new MEN'S SQUARE STRAP WATCHES 
LONGINES was first with new STYLED DIALS 


LONGINES was first with new integrated designs containing 
diamond and precious stones. 





Longines is the one fine watch that no 
fine jeweler can afford to be without. 


LONGINES-WITINAUER WATCH CO. INC., 580 Fifth Ave., New York, N. Y. 








UMIES 


Reg. U. S. Pat. Off 


THE WORLD’S MOST HONORED WATCH 
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First Tiffany store at 
259 Broadway, N. Y. 


Second establishment 
‘up’ at 271 Broadway. 


Tiffany Marehes Ont 


(Story on page 64) : 
This handsome building occupied at 
550 Broadway was indicative of the 
growing importance of the firm. 


is7o— 


When Union Square 
was the important 
center of trade Tif- 
fany located here. 


TODAY 


Classic simplicity is the note 
struck by the new home at 
Fifth Ave. and 57th St. 


1905— 


Hansom cabs were the 
mode of travel on swank 
Fifth Ave. when Tiffany built 
this magnificent structure at 
37th St., its home until now. 
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Pre-Christmas advertising, 
bublicity and retail show- 
manship are responsible 
or the bulk of ‘‘at Christ- 

as’ sales of any product. 
tis well-planned advance notices 
which crowd the theatre on open- 
ng night. 

RONSON’S great 1940 month- 
pfter-month advertising and pub- 
icity campaign has been your best 
press agent. Retailers who have 
properly tied-up through their 
indows, counters, mailings, ads, 
ftc., have been continually play- 
ng to crowded RONSON houses. 

Between now and Christmas 
Way, RONSON will climax its pro- 





gram with giant Christmas 
ads in leading rotogravure 
newspapers and magazines 
(including over-size pages 
in LIFE and Esquire), with 
an avalanche of RONSON picture 
stories in the news and editorial 
columns of top-flight publications 
and with broadcasting from key 
radio stations over the country. 
The coupon at the right will 
help you to dress your own stage 
for the 1940 climax in December, 
so you may enjoy the most prof- 
itable RONSON ‘“‘sell-out’’ in the 
history of your store. You supply 
the Showmanship; we’ll supply 
the ‘‘Props.”’ 


Urg-nt—Ask your jobber to include in your RONSON order the fast selling 
items featured in RONSON Christmas ads (see list at right), 
also a good supply of RONSON Lighter Accessories. 


e 19,023—1,986,754; Canadian Pat. Nos 288, 148—289,889—349, 108; British Pat. Nos. 291,695—435,667; Other Pats and Pats. Pending 


comp -te and excit- 


TRADE MARK REGISTERED 


ART METAL WORKS, 


ONSON ' nes through *» Offices and Factory: 
obber at these per- _ Aronson Sq., Newark, N. J. 
Mt dis iay rooms— Canada: Dominion Art 
York: © 4 ‘ Metal Works, Ltd., Toronto. 

: 3t So, St.; : Ronson Products, 


WORLD'S GREATEST LIGHTER . 


England: 
Ltd., London, W. C, 2. 
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Tiffany Opens Magnificent New Home 


Million-dollar establishment at Fifth Ave. and 57th St... New York. 


has every progressive advance in layout and equipment 


AIETH AVENUE at 57th Street, New York, takes 
first eminence as the center of elegance and fashion, 
with the location there of Tiffany’s, at a time when the 
Rue de la Paix is being paraded by despotic forces and 
Bond Street is threatened with extinction by bomb 
and fire. 

Hopefully, this move, made on Oct. 21, by the world’s 
greatest jewelry institution, betokens a brilliant future 
for the jewelry industry and the culture and refinement 
which it represents. 

The growth of this great concern has been typical of 
American enterprise, having been consistent through 103 
years—from a humble little 15-foot store to the million- 
dollar establishment just occupied at one of the world’s 
busiest intersections. 

This latest move to a building incorporating the very 
latest in building design, construction and equipment, is 
the fifth, each one having been made to keep pace with 
the growth of the metropolis. From the first small store 
at 259- Broadway, opened in 1837; to 550 Broadway in 
1854; to Union Square in 1870 and to Fifth Ave. and 
37th St. in 1905, each move has marked a milestone in 
the evolutionary development of the city’s great retail 
centers. 

While these are parlous times, circumstances were rel- 
atively worse for Charles L. Tiffany and John B. Young 
when they borrowed $1,000 from Tiffany’s father in 
order to start the business of Tiffany & Young, in 1837, 
a year when New York, boasting of a population of 200,- 
000 was in the throes of a financial panic. 

Characteristically the opening of the new seven-story 
building on Monday, Oct. 21, was without fanfare or 
ceremony. 

The facade reflects the traditional dignity of former 
Tiffany & Co. buildings; interior treatment has, never- 
theless, taken advantage of every progressive advance 
in the layout and equipment of modern store structures. 

Singularly free of ornamentation, exterior walls of the 
first .two floors reveal the use of granite; limestone being 
employed on the balance of the building front. Span 
drels are of marble which has also been introduced as 
trim for the first-floor show windows. 

Placement of three 106-ton trusses between the first 
and mezzanine floors in the manner of auditorium con- 
struction has resulted in a floor free of obstructing col 
This 


spaciousness has made possible not only liberally spaced 


umns and provides a ceiling height of 24 feet. 


aisles but more strategically arrranged show cases tend 
ing toward greater freedom of movement and less con- 
gestion throughout the floor area. 

Probably the most modern air-conditioning system yet 
devised for a major store building has been installed as 
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an integral part of the basic construction. In the winter, 
steam will be piped to the far rooms for heating all but 
the first floor which will have its heat delivered from 
separate equipment in the basement, arranged to create 
an air-curtain across each entrance door and window 
sill. 


protected from drafts. 


In this way, customers as well as employees will be 


The air is cleaned by electrical precipitation which 
removes all dust and other suspended impurities too fine 
to be seen by the naked eye and too fine to be caught by 
ordinary filters. 

A specially designed system of indirect lighting will 
supplement the desirable natural north light afforded by 
location on this particular plot. The light sources are 
concealed and are serviced from attic space between the 
main floor ceiling and the mezzanine floor. 

The showcases, featuring marble borders, are built of 
stainless steel with teak and burled walnut on the free 
standing cases. The walls employ the use of teakwood 
pilasters into which recessed wall display cases are built. 
The south and east wall surfaces between these pilasters 
are mirrored panels within Alps green marble archi- 
traves. 

The ceiling: consists of pre-cast acoustical plaster pan- 
els, so placed that they tend to minimize the appearance 
of sprinkler heads, lighting equipment and air-condition- 
ing grilles in the ceiling and make them almost invisible 
from the floor. The border around the entire ceiling be- 
tween the pre-cast panels and the teakwood cornice has 
also been filled in with acoustical plaster which absorbs 
all sales-floor noises. 

Window architraves are also of Alps green marble 
Show windows are glazed with 
They will be 


illuminated by adjustable concentrated spotfloods, fluor- 


with a honed finish. 


three-ply laminated, unbreakable glass. 


escent tubes and built-in Mazda lamptroughs with lou- 
vers, offering many possibilities for variance of lighting 
on the displays. 

The floor is of teakwood, laid in a herringbone pattern. 

Five individual rooms on the main sales floor for cus 
tomers desiring privacy are equipped with an attractive 
enclosure featuring a new glass product. 

There are seven elevators—three for service, two 
for customers, and two for access to private buying 
rooms on the mezzanine floor. 

A high visibility type of stainless steel and shatter 
proof revolving door features the two main entrances to 
the store. : 

The doors are 8 ft. high and 7 ft. in diameter and are 
flanked by beveled surfaces of stainless steel and glass, 

(Please turn to page 79) 
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aroque Pearl Brooches 


@ An attractive use for baroque pearls, lovely “problem children” 
of the pearl trade, has been found by C. A. Jakobb, New York 
jewelry designer, whose floral brooches combine six to fifteen 
natural American fresh water pearls with gold or platinum. 
@ Their very irregularity, which has always hindered the use of 
baroque pearls in conventional jewelry, enhances them here, 
where they resemble true-to-life buds and partly opened flowers, 
in various lustrous shades of copper, pink and peach, through 
greenish-white, cream and rosy blue to lavender. @ The brooch 
at lower left uses platinum: the others have polished yellow gold 
stems and dull gold leaves. @ The pearls come from the upper 
Mississippi, Black, White, Illinois, Wabash and other American 
rivers. 
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What about Diamonds—in Your Front Yard? 


his intensive diamond promotion is not for show 
it’s for sales... for you. You are the “reliable jeweler” 
being featured — talked about in 88,000,000 magazine 
advertising messages . . . in feature movies . . . radio 
broadcasts . . . in nation-wide news stories. Your store 
and your diamonds should receive the full sales benefit. 
While De Beers tells the country, youll want to sell 
your town. Use these glamourous display pictures in 
your windows, on your counters. You can obtain, at 
cost, four sets of five mounted reproductions, like the 


one above, featuring Romance, Day Fashions, Evening 


IN NINE MONTHS: 22 RADIO PROGRAMS ON 722 STATIONS ° 
88 MILLION ADVERTISING MESSAGES SELLING DIAMONDS FOR YOU! 


STORIES TOTALING 738 MILLION ARTICLES ° 


Fashions, Movie Actresses, each card bearing a selling 
message. (Price, $2 per set; $6 for the entire series. 
Show your customers that you are the “man behind 
the diamonds” they have been reading—hearing—talk 
ing about. Focus the national promotion directly on 
your store with these displays. Order them from the 
blank in your Diamond Promotion Portfolio. If you 
have not received your free copy, write to: Diamond 
Promotion Department, The Reuben H. Donnelley 
Corp., 305 East 45th Street, New York. De Beers 


Consolidated Mines, Ltd., and Associated Companies. 


3500 MOVIE SHOWINGS ° 16,500 NEWS 
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This gem of a dis- 
play creates desire 
through knowledge. 
Hexagonal emerald 
crystals, cut stones 
in the five grades, 
and emerald - set 
jewelry are shown, 
together with col- 
ored prints of Co- 
lombia, South Amer- 
ica, site of the Muzo 
and the Chivor mines. 
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Show “Em Rough—They'll Like It 


Display rough, loose cut and mounted gems, invite the schools, 


give gem-talks to clubs, says Richard H. Van Esselstyn 


rathered in five 


= 


ERHAPS the most amazing fact 
years of lecturing on gems throughout the eastern 
states is the public’s lack of knowledge about them. 
A second surprise was the interest shown during the 
talks and the gratitude expressed for the pleasure of 
hearing about and seeing an exhibit of jewels and gem 
specimens. 

The rarity of the ruby, the beauty of the emerald, the 
lovely blue of the sapphire simply are not generally 
known; and such stones as alexandrite, kunzite, peridot 
and even zircon are so many meaningless names. 

True, many “know” the star sapphire, as a large, 
round, grayish-colored stone such as a certain cinema 
actress is pictured wearing—not its fine color and mar- 
velous six-rayed star. The to star 
sapphire is probably due to the wish to impress the 
social circle by the display of one larger and with more 
diamonds in the setting. Too often the size of the col- 
ored stones, not their splendid qualities and beauty, is 
and the general 


desire possess a 


the important feature to the wearer 


public. 
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It is time that the retail jewelers give serious thought 
to this condition and start action to disperse the clouds of 
ignorance and neglect which have gathered over these 
glorious gems. 

The retail jeweler is not in business for today alone, 
there.is the next generation of future buyers to consider ; 
and if sales of colored stones are few and far between 
now, something must be done to stimulate future activity 
in this profitable portion of the business. Something must 
be done to instill and awaken the desire of gem posses 
sion in the general buying public of each community. 

If inducement is needed to goad jewelers into action, 
think for a moment of the pleasure and profit of selling 
colored stones. They are the least competitive, each 

stands on its own merits, each has an appeal other than 
price, and each can create desire for possession, not on 
the score of intrinsic wortlr alone, but of romance, mys 
tery, beauty, rarity and, to coin a word, “wearability.” 

The jeweler must go out to the public with these gems 
and information about them, leaving commercialism be 
hind for the present, and spread colorful, interesting 
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IMPERIAL—The World's Finest 
and Most Publicized Cultured Pearls 


A Best Seller 
For Christmas 


America’s jewelers look. for- 
ward to the best Christmas busi- 
ness in many years—resolve now 
to be at the head of the style 
parade and get your share of this 
business. Feature the cultured 
pearls which have nationwide 
acceptance because of the tre- 
mendous publicity they receive 
in our news making promotions. 




















Here’s another style scoop and 
publicity making feature exclu- 
sive with Imperial Pearl Syndi- 
cate. Shown on this page are 
two outstanding creations by 
Imperial Pearl Syndicate — the 
triple strand necklace with de- 
tachable flower spray ornament 
and the gold bracelet with de- 
tachable flower spray clips. 
Worn by Hildegarde, society’s 
favorite chanteuse, this picture 
will reach millions of newspaper 
readers when released by Acme 
News Features. 


Write today before the holi- 
day rush starts for information 
about our complete selection of 
single, double and triple-strand 
necklaces, rings, earrings and 
the new pearl jewelry illustrated 
above. 











IMPERIAL PEARL SYNDICATE 


607 FIFTH AVENUE, NEW YORK 








5 North Wabash Ave., 210 Post St., 
CHICAGO SAN FRANCISCO 
Division of The American Jewelers Bureau 
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As 


knowledge, free from dry and technical details. 
knowledge is necessary in order to create desire, the 
jeweler must prepare himself with not simply the qual- 
ities and prices, but with all the usual and unusual facts 


of each stone. 


When the jeweler makes a “hobby” as well as a living 
out of his business, all the data that he gleans—where 
the stones are mined and how, customs of the miners, 
legends of various countries, peculiarities of the min- 
erals, the crystal shapes they assume, the wide range of 
color in many, the wonders of the phenomenal stones, 
asterism in star stones, chatoyancy as in moonstones, 
change and play of color, sheen and luster, toughness 
and hardness—all of this may create in him the desire 
to start a collection of gem rough specimens, crystals 
and unusual formations and probably unusual cut stones. 

This collection, no matter how modest, is a splendid 
tool to interest the public in gems. 


of 


mounted pieces and loose cut stones, to which the schools 


A window display unusual rough specimens, 
are invited, as to a museum exhibit, will bring publicity 
through the local papers for its educational value. Ar- 
rangements can be made with gem importers to borrow 
such additional, rare specimens as may be needed and 
loose and mounted jewels, for display and possible sale. 

When the collection has grown to embrace a number 
ef varieties and the jeweler has perfected his knowledge 
of the formation, growth and discovery of each, then he 
can arrange with local service clubs, women’s clubs, 
alumni meetings, church clubs and schools to talk about 
and exhibit his gem collection. A word of warning, keep 
away from the word “lecture” and all reference to ‘‘sales 
and prices’’ except as a comparison for values in describ- 
ing the stones. Remember, this is a campaign to create 
desire through knowledge; sales will come after the aim 
of the campaign is accomplished of their own accord as 
a natural result. 

Thus the jeweler has done two important things. First, 


he has himself acquired additional knowledge of the 
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stones and, through familiarity, additional confidence in 
them and himself. This will enable him to lead to a 
successful close such inquiries as come to him and to 
implant the seed for future sales. Second, he has met 


groups of people who have been interested enough to 





J. Arnold Wood, 
Poughkeepsie, _presi- 
dent of New York 
Chapter, American 
Gem Society, told his 
section of the Hudson 
River valley about 
emeralds with this dis- 
play of rough, un- 
mounted gems, rings 
and designs for rings. 





hear him and to see the actual gems, and each individual 
in these groups is a potential buyer. 

The seed can thus be sown, the crop grown and the 
harvest of good business made ready for the jeweler to 
gather. After all, precious stones have a fundamental 


fascination for mankind. 


POPULARITY PREDICTED FOR GEMS MINED IN U. S. 


Partly shutting off the country’s normal supply of 
colored gems, the war has engendered nationalistic senti- 
ments and consequently gems of American origin—espe- 
cially turquoise, tourmaline, kunzite, benitoite and hid- 
denite—should increase in popularity, says Sydney H. 
Ball, New York mining engineer, in the Minerals Year 
book 1940, published by the Department of the Interior. 

Nevada last year yielded $17,000 worth of turquoise, 
principally from the Smith mine in Lander County, the 
Blue Matrix mine near Yenabo and the Royal Blue mine 
at Royston. Villagrove, Colo., and Mineral Park near 
Kingman, Ariz., also produced turquoise. 

Though Ball lists a score of different gem stones pro- 

duced in the United States last year, he notes that the 
lack of gem deposits of the first order and the high cost 
of cutting in the United States have prevented the rise 
of an important gem-cutting industry. 
Approximately $235,000 worth of U. S.-mined stones 
was used last year for jewelry, and a like value sold to 
tourists and mineral collectors. About 85 per eent 
of the amount used in’ jewelry comprises stones of the 
agate family, cut by amateur and professional lapidaries, 
especially in Portland and Newport, Ore.; Seattle and 
Spokane, Wash.; Rawlins and Cheyenne, Wyo., and 
Billings, Mont. 
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70th ANNIVERSARY 





J. Milhening, Inc. 


Founded 1870 by Joseph Milhening (1839 to 1939) 


Marfacturers of! PLATINUM JEWELRY 
anufacturers OF) EINE WATCH CASES 


FACTORY AND MAIN OFFICE 


4626 Ravenswood Avenue 


CHICAGO, ILLINOIS 


BRANCH OFFICES 


27 East Monroe Street, Chicago, Illinois 


242 Fifth Avenue, New York City 
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Versatile displays at modest cost 


SOMETHING distinctly out of the ordinary in dis 
play services is being offered to jewelers this fall 





Although created by a manufacturer of jewelers’ mer 
chandise, the displays are not intended solely for the 
showing of his own line, but are purposely designed to 
make effective presentations of every kind of jewelry 
goods. Many of the displays do not even show the name 
of the manufacturer, who is, however, the International 
Silver Co. 

Another feature that adds greatly to their desirability 
is the fact that the various elements can be set up in 
many different arrangements and combinations to suit 
every type and size of window. By changing the group 
ing, the units can be used over and over again to pro 
duce a wide variety of effects. 


An example is the set of plateaus called ‘“‘The Pattern 
\ pl tl t of plat lled “The Patt 


tll ee EF OO ES ae 


Selector” which is shown at the left in two arrangements 
The three units can be assembled cone shape as in the 
upper picture with teaspoons of various patterns fitted 
into the slots provided on one side of each platform, and 
the whole thing mounted on a turn table. Or they can be 
turned other side up and grouped in different ways to 
make a striking modern fixture for showing watches. 
jewelry, ete. 

Equally versatile is the assortment of shadow boxes 
of various sizes and shapes shown at lower left. 

The “Santa Claus” window in the upper left hand 
corner of the page is appropriate for any conceivable 
kind of merchandise, and rings, jewelry, or party favors 
would be just as appropriate as silver in the display with 
the dancers at top right. 

Space permits showing only these few examples but 
many others equally attractive and useful have been 
created and are included in the service. All are fully 
described and pictured together with many suggestions 
for varied uses and arrangements, in a loose-leaf folder 
which International Silver furnishes upon request. Many 
are priced as low as $5 for the complete set of materials 
with full directions for installation and all are modest in 





cost, though sturdily constructed for many showings, and 
of quality and finish appropriate to fine jewelry stores. 
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To Retail for Twenty-Two Hundred Dollars 


ILLUSTRATED is the newest note in modern craftsmanship . . . designed 
by a newly-formed Organization under the guidance of experienced man- 
agement . . . offering a distinctive line of wedding rings and engagement 


rings in platinum ... . all price ranges are included. 


WATCH for a pictorial circular. soon to be mailed, featuring additional 


platinum creations . . . our salesmen are now calling on the trade. 


West Coast: Middle West: Eastern: 
HAROLD | LEVENE HERMAN B SACKS A. B. GRODMAN 
917 Shreve Building 62 West 47th St 62 West 47th St 
San Francisco, Cal New York City New York Cir, 


SACKS & PERRY, INC. 


62 West 47th Street New York 
Tel: Bryant 9-3343 























Established 1866 


bey Kel 


Importers and Cutters of 


608 Fifth Avenue, New York 












Y . ‘ Antwerp—48 Rue Simons 
Cutting Works: Amsterdam—33 Sarphatistraat 
64. West 48th Street London—23 Holborn Viadwet 




















ancy om: V7, F Piamon’s 


We carry a large stock of mellee, round goods in all sizes and single 
stones in Emerald Cuts and Marquises from carat sizes up. Call on us 
for your needs. 


We wish to notify the trade that we buy estates consisting of diamond 
mounted platinum and gold jewelry and colored stones. 


Lous lira & Son 


HOE FIFTH AVENUE NEW YOR 


Telephone MEdaliion 3-4822 
Chicago Representative: Mr. George Pilzer, 31 N. State St. 
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YES, YOU CAN AFFORD HOLIDAY TRIMMINGS 


(From page 55) 


eost is not a consideration, you'll probably have some 
thing much better. If, however, you are in that larger 
group of those whose money must go into merchandise 
instead of in ways to show it, you can do very well in 
deed with some of these ideas. 

An effective build-up for showcases can be made from 
plywood. Platforms of different sizes and shapes can 
be covered with batting and do very well. The sketch 
shows one such arrangement, and you'll probably think 
of better ones. These platforms are made in sections 
as shown, so that they may be arranged in various com 
binations. Square or oblong stands, and a few quarter 
round ones will do the trick nicely. Two and a half 
inches is about the right height for these stands, and 
the number you can build up in height will depend upon 
the amount of space in your case. Ten stands were used 
in the case shown in the sketch, and small jewelry such 
as crosses, lockets, compacts, tie sets, lighters, etc., were 
displayed on them. The arrangement may be made the 
same in all floorcases, or it may be varied to suit your 
whim or the merchandise to go on it. The stands can be 
recovered later and used in the windows or for perma- 
nent display in the floorcases. 

Now is a good time to think about merchandising slow 
movers. When you display your goods in the cases for 
Christmas, it is neither wise nor necessary to fill them 





EMERALDS 





quisite pale tones to deep blue 


and in rings for men and women. 





608 FIFTH AVE. 


GEnss OF 

















also mounted in cuff links, 


Gems of Unusual beauty and value 
stock at all times. We are prepared to cooperate with 


you, on whatever your requirements may be 


JEROME RICHHEIMER 


up with all the new things. You want to sell the older 
goods too, and it is possible to blend the old with the 
new so that everything in the case will look new. And 
it is possible to blend the new with the old so that every- 
thing looks old. This isn’t a complicated theory, as it 
involves only a little common sense. That does not mean 
that you can always take old articles and mix them with 
new ones, thus assuring their sale. It does mean that 
you can take one old article, brighten it up to its best 
possibilities, put on a new price ticket, and display it 
just the one piece—among a group of new similar arti 
cles, and double your chances of selling it. But you can't 
crowd your luck. Not too many such groups tpo close 
together. Two old pieces with three new ones will in 
many cases make all five look shopworn. Try it. Ex 
periment for your own satisfaction. 

Frequently the reason an article stays on your shelves 
instead of making some customer happy is because you 
or your salespeople regard it as old. But many custom 
ers have not seen it—it’s entirely new to them. Give it 
the care it deserves, treat it like something you've just 
unpacked, and you'll have a splendid chance of selling 
it. Maybe all it needs is a chance to be sold. Believe 
it or not, there’s cash profit in that kind of psychology, 
and it keeps a lot of things off the bargain counters. 

At the beginning of this article mention was made of 
moving goods from one part of the store to another. That 
does not mean to put your most expensive watches and 


diamonds in the most inconspicuous spot. But silver, 


Fancy Cut Diamonds 
EMERALD CUT and MARQUISE 


STAR SAPPHIRES 


SAPPHIRES 


STAR RUBIES 


RUBIES CAT'S EYES 


Unmounted Star Sapphires, ranging in colors from ex- 


— available from our 


NEW YORK 











TRE MODE 
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clocks, leather goods, glassware, novelties, etc., can be 


shifted with good results for your cash register. Cus 


| tomers have been known to notice things for the first 
| time upon seeing them out of their usual position in the 


store. The reason you never notice your nose is because 


| it has been in front of your eyes for so long. If it were 


suddenly shifted half an inch to the right or left, you'd 
become acutely aware of it. And some custemer might 


| become acutely aware of that beautiful silver tea set if 
| you put it where she’s not used to seeing it. It’s a harm 


less theory that has been useful in some cases. Give it 
a trial. Maybe it will be just the right kind of sunshine 
to make hay for Christmas—for you. 


15 IDEAS FOR CHRISTMAS ADS 


(From page 53) 


under, $10 and under, $15 and under and $25 and under 


Question technic always wins readers. Perplexed shop- 


| pers, therefore, were responsive to the headline in the 


ad of Hodgson Kennard, Boston (3), headed “Why 
Don’t You Give Them a Clock?”’ H. J. Howe, Syracuse 


(4), also used questions and followed up with answers 


| that told shoppers why they could buy a high grade dia 
| mond, a reliable watch, sterling silver and “really un 
| usual gifts” at Howe’s. 


Many couples choose the Christmas season to announce 
their engagements or to marry, and this develops a large 
market at this time for solitaires and wedding bands. 
The ads of Spectors, New Haven, Conn. (5); L. Lechen 
ger, Dallas (8); Everts, Dallas (14), and E. J. Scheer, 
Inc., Rochester (9), are geared to this market. Spectors 
headlined, “Giving or Getting, There’s Nothing Finer 
Than a Diamond from Spectors’’; the Lechenger ad 
advised “Give Her Thrilling Diamond Jewelry for 


| Christmas’; Everts emphasized “The Gift She Hopes 


‘or,’ while Scheer’s reminded that “For a Woman There 


| is No Gift Beyond Diamonds.” 


Silver sales can be stimulated during the Christmas 


| season with an advertising approach like that of S. 


Joseph & Sons, Des Moines (7), or Everts (10), one of 
which suggested “Add to Her Joseph Silverware Now,” 


| and the other, “For Christmas Add to Her Sterling Sil 
| ver.” The Everts ad pictured nine sterling forks on a 
| black velvet background, and supplied the price of a 


place setting in each pattern. 


And let not the sterner sex be ovetlooked. Long’s, 
Boston (11), pictured, described and priced a dozen gift 


| suggestions “To Please a Man.” 


Since watch sales reach their peak in December, too 
much attention cannot be devoted to promoting this de 


| partment. Under the heading “Merry Christmas and 


Accurate New Year,’ the ad shown at number 13, of 
Jaccard’s, St. Louis, by picturing 32 different models in 
a wide range of styles and prices suggests that watches 


| are available for every purse and purpose. 


For those many jewelry stores which merchandise non 


| jewelry articles, the ad at number 6, by Rudolph’s, Al 


bany, N. Y., will, prove interesting. This optically ap 
pealing, skillfully balanced presentation illustrates such 
items as typewriters, cameras, shavers, radios and domes- 
tic electrical appliances, under the banner head, “Let's 
Make It a Merrier Christmas With Useful Gifts.” 
Wits’ end shoppers, wondering what in the world to 


give so-and-so, are promised in ad No. 12 that they will 
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find the answers to all their problems by visiting Dun 
bar Jewelers, of Yakima, Wash., whose store is described 
as “A Gold Mine of Christmas Gift Ideas!’ A hint of 
the variety of suggestions to be had is given in a partia! 
list of the many items, and in the array of rings, watches, 
silver and giftwares shown in the display window which 
illustrates the ad. An unusual touch is contributed by the 
letters “D.G.” 
footnote explaining that 


following the name of the store, with a 
“D.G.” means “Doctors of 
Gifting.” 

A CHRISTMAS PLAN FOR EMPLOYES 


One of the most efficient and unusual Christmas ideas 
that has come to. our notice is not a merchandising 
scheme but something of special benefit to employes. 
The plan is that of the Boyson Jewelry Co. of Long 
Beach, where it was instituted two years ago. 

The store’s normal staff consists of 12 or 14 people, 
but during the holiday business the force is increased 
by about one-third. Even with this additional help it 
had been almost impossible at peak hours—generally 
those right in the middle of the day—-for employes to 


slip out for lunch. Two, or three, or four at a time, 
would be scheduled for lunch at a given period; then a 
customer would come along, breaking up the program. 
Eventually the employe would get out, only to find all 
the nearby lunchrooms and restaurants either filled to 
A hasty 


than 


waiting or with their menus badly depleted. 


sandwich and a cup of coffee, more often not, 


would have to suffice—not much on which to do the 
balance of the day's work efficiently and with a cheery 
disposition. 

So in 1938, it was decided to try to solve the problem 
by converting the basement into an employes’ cafe for 
the last two weeks before Christmas. A woman was 
employed to prepare the food at home, warm it on a 
small portable stove set up in the basement, and stay to 
serve until all the employes were taken care of. 

So greatly was employe efficiency and morale im 
proved by this plan of assuring savory lunches and an 
adequate rest period that the idea was not only contin 
ued the next year but was extended to the installation 
of a stove large enough so that all the food could be 
prepared on the premises, and better tables and chairs 
were provided. 


While this 


involves some cost, it is not great, and Boyson intimated 


The lunches are entirely ‘‘on the house.” 


that it was negligible in comparison with the gain in 
increased efficiency, in willing smiles which accompanied 
the problem of suiting the customer’s needs, and _ in 
employe good-will. Typical of the reaction of employes 
was that of one woman who scoffed at the word “‘lunch.”’ 
Said she: “It’s a regular dinner—everything from soup 
to nuts. And, more important, it’s well-balanced; we 
get the right vitamins and the right combinations. Are 
we going to have it again this year, Mr. Boyson?”’ 

Boyson smiled and said, “The stove’s still down 
there.” 


Manufacture, reproduction or sale in Canada of any 
military emblem or device is prohibited except with 
written permission by the defence minister whenever 
such emblem or device is so similar to that used for any 
of His Majesty’s Forces as to be likely to be mistaken 
for the official ones. 
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Fine Diamond Jewelry 
occasionally purchased 


at Sacrificed prices. 
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Diamond Importers & Cutters 
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SPARKLE FOR HOLIDAY WINDOWS 
(From page 57) 





The ‘‘watch face’—this can be either a dummy cut- 
out, with stationary hands, or the face of a real clock, 
with hands actually showing the time of day—can be set 
out-four inches from the circle, with several tubular 
lamps concealed behind to light up a dozen or more wrist 


watches radiating about the disk. 


Other wrist watches, as well as novelty and pocket 
watches and clocks, can be shown on platforms located 


where the sketch indicates. 


The wallboard arc that seems to hold the big watch 
face can be trimmed with lines of silver or gold paint and 
silver or gold paper stars, purchased from a stationery 
store. Sprigs of spruce or holly complete the decorations. 

The sales message lettered at the left top of this set 
has plenty of punch—“Timely Gifts That Go to Work 


on Christmas Morning.” 


These three sets’ work for your store will not be over 
at Christmas, because they can be used again and again 
after the holidays, simply by making a few changes in 
the dress. For instance, the Christmas bell display 
sketched on page 57 can easily be transformed into an 
effective set for New Year’s, Easter or the Fourth of 
July, by the substitution of confetti and horns, Easter 
lilies or large imitation firecrackers and skyrockets, as 
the case may be, for the Christmas decorations. 


PROMISES REFUND FOR DRAFTEES' PURCHASES 


An interesting and effective plan 
of dealing with the problem pre- 
sented by young men of military 
service age who may hesitate to 
make credit purchases because of 
the likelihood of their being drafted 
for service, is advanced in a recent 
advertisement of Helzberg's Dia- 
mond Shop, Kansas City, Mo. 

The plan was announced in a 
three-column advertisement run- 
ning the full depth of the page, in 
which it was stated that a money- 
back certificate would be issued 
for every item of jewelry bought 
by men of military age between the 
date of the advertisement and 
Nov. 16, 1940, and that in the 
event the purchaser were called 
into military service prior to Jan. 
1, 1941, this certificate will entitle 
|him to the privilege of either re- 
| turning the purchase for full credit, 
| or a cash refund regardless of use 
in the meanwhile. 

Helzberg's reports that the idea 
has been decidedly helpful in re- 
moving the hesitation of young men 
to purchase jewelry under present 
conditions. The advertisement is 
reproduced here as a suggestion 
for other credit jewelers who may 
be encountering a similar problem 
and seeking an effective means of 
dealing with it. 
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WHO MAY BE DRAFTED 
















> 2-2 


The National “ Delense for Peace 


Program Is on the Way! 
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A “Money Back Certificate™ will be 
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DISPLAY JEWELRY ON CHRISTMAS TREES 


The-caption on this International News photo says 
that Martha Driscall, film actress, is putting the finish 
ing touches on “the start of what may become a new fad 
in the movie capital—a jeweled Christmas tree, deco 
rated with approximately $500,000 worth of precious 
stones in bracelets, rings, clips and earrings.” 

While few private individuals outside of Hollywood 


. 


have jewel collections of this lavishness, the idea of 
decorating a Christmas tree with jewelry, instead of 
with tinsel and the usual ornaments, can be used effec 
tively for jewelers’ windows and inside-store displays. 


TIFFANY OPENS NEW HOME 


(From page 64) 


all of which are recessed into the marble and granite 


eC h hs 


J 


trim. The plate glass windows above the doors measure 
11 by 11 ft. The name Tiffany & Co. is incised into the 
head of the granite trim. 

The entrances are equipped with four-panel bi-part “-S " y a 
ing, sliding night doors of stainless steel. The central - sd Td ad 
motif of these night doors is a decorative design sugges 


tive of the jeweler’s art. 
‘ Poesia P : ° , F 6é 99 i 
An interesting innovation is the disappearing flag CO) a Se if / [, 
rien la “aciurec earts 


pole. There are two of this type of flag-pole which 

grace the building facades only when the flag is actually 

on display. ‘They are tapered stainless-steel tubes 18 ' BijeeD UF YOUR REPUTATION 

ft. long. They may be mechanically adjusted to any i : ie Orientas” offered by an old established 
“2 firm of highest integrity. 


Are Permanently Guaranteed 


angle. 

Occupying his traditional post over the entrance door ct ae “Ask Any Leading Jeweler” 
way of the new Tiffany & Co. building is the heroic 2 eT. Selections 
figure of Atlas with his famous clock, first set up in 


1853 in front of the building at 550 Broadway, later ats 6 SC I 
sg & Z ristic Ov, nc. Sin 


moved to Union Square and then graced the facade of at " 
zg fon. ¢ Francisco 
the Fifth Ave. and 37th St. building until last month SF 65 3 Man Street, Tew York 


when he was set in his present place. 
The new home of Tiffany is beyond any question the 
finest house of jewels the world has ever seen. 
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UJ NITED STATES diamond imports in September, 


/ fourth month after the German invasion halted 





diamond cutting in the Low Countries, gave clear evi 
dence of the continued drying up of the supply of smaller 
goods—particularly the better grades such as have hith 
erto been acceptable in the American market. 

Although a few more carats of cut diamonds trickled 
into the United States in September than in August, 
6067 carats against 5356 for the preceding month, the 
total value of the stones was less—only 4499,166 in Sep 
tember compared with $527,727 for August—and the 
lowest since January, 1934. 

The combination of lower dollar value for a larger 
total of carat weight’ resulted in a sharp reduction in the 
average value per carat. Melee imported in September 
averaged $71.95 per carat compared with $85.17 in Au- 
gust, while cut stones of 1/10 carat or larger, were val- 
ued at $103.54 per cafat in September against $127.45 
in the preceding month. 

Since prices for all classes of diamonds are continuing 
firm, and the better grades especially are in brisk de 
mand, the only apparent explanation for the shrinkage 
in value per carat seems to be that diamonds of a grade 
which previously would not be considered suitable for 
use here are now beginning to be brought in, in the hope 
they will be acceptable under present conditions. 

Cut imports, larger than 1/10 carat, came from the 


following sources during September: 


U. S. DIAMOND IMPORTS STILL SHRINKING 





Source Carats Value 
Union of South Africa ..'. <<... cs ew es . 1468 $147,595 
MM MRRURAED Do: cinco) 4:00, 01s Ie. sche oes Coep ake Shade 409 44,055 
United? Binedomt 64.0 .cuiescccceteese. a 72 9,794 
BME oes Sea are oa en Sere tikes trees : 36 4,098 

eh ee 1985 $205,542 


* “BI.” goods, cut before the invasion, according to customs 
authorities and brought in largely by refugees. 


Cut imports, 1/10 carat or smaller than 1/10 carat, 


were listed as follows during the same month: 


Source Carats Value 
PINS ode oy ars diy rootes & vice he apex ewee 2491 $166,485 
WIE ABOOOM 66 ieee ca cSeechiwesetese 854. 64,251 
oo) 2 Se ee ae ROS ee OO ae 348 33,085 
Wiese of SOGth AmiCa ..cccsciccswveedes 217 18,867 
it. nee ae ae an aa, ee ee Pa 162 9,964 

10 972 


PRICSURE «264506. 5bek Oe eee A, 
4082 $293,624. 

* Likewise suspected to be entirely “B.I.” goods, as is also 
the case with most if not all melee listed above for the other 
nations as well. 

August imports of cut diamonds had been 1692 
carats of goods larger than 1/10 carat valued at $215, 
641 and 3664 carats of goods 1/10 of a carat and 
smaller than 1/10 carat, valued at $312,086. 

Rough diamond imports during September, 12,246 
carats, valued at $390,190, topped the August. figures 
of 5360 carats valued at $213,825. All of the rough 
material brought in during September was produced 
in the Union of South Africa, though most of it passed 


through England. 








GEM OF MYSTERY 


2 al there is nothing mysterious about its popularity. The 


Zircon is indeed a best seller. And, we can confidently say 


that our stock of Zircons is one of the largest and most com- 


plete in this country. Naturally, we are anxious to serve you. 


Why not let us show you these Mystery Zircons today? 


DREHER BROS. and WIDER 


Importers and Cutters of Precious and Semi-Precious Stones 


NEW YORK CITY 


48 WEST 48TH STREET 
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Jewels on Gloves New Style Note 


Decreers of fashion. ever alert to 
devise new ways by which milady 
may make herself more alluring, are 
this year more than ever turning to 
jewels to emphasize feminine charm. 

Now comes a new suggestion from 
New York’s Fifth Avenue—the use of 
jewels to give a piquant contrast to 
demurely severe dark gloves—black 
suede for choice. 

The fashion is equally adaptable to 
the lady of the Park Avenue pent- 
house and her less wealthy but no 
less fashion-conscious sister of the 
more slender purse. For, say the 
sponsors, either precious gems or 
striking but inexpensive costume 


pieces may be used to achieve the 
nd 





desired effect of studied elegance. 
lewels by Marcus On-their-toes jewelers who realize 
the selling potency of fashion’s whim 
will be quick to seize the opportunity 
for sales offered by this new mode 
with window and store displays =built 
upon this theme. 

Photographs shown here are by 
courtesy of Lord & Taylor, New York. 
whose featuring of this style brought 
throngs of buyers of both costume 


and precious jewelry. 
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WHICH SATISFY NUMEROUS DEMANDS 7 
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| HIS outstanding line, in a nice choice of designs and widths, 


is adaptable to almost endless variations. . . . Every price range 
is satisfied by the mounting you recommend. . Available for 
mounting either our gems or yours... . Splendid for recreation 
of outmoded pieces. .. . Progressive gifts for future anniversaries. 
Illustrated to the right are a few representative specimens of our complete 
new line of platinum top bracelets. Available in various widths and designs. 





ASK US FOR MERCHANDISING DETAILS 


; AP ; Y C. §CH ; INC. Schicksnaps 


AND 
105 CHESTNUT ST., NEWARK ~ 347 FIFTH AVE., NEW YORK EXCLUSIVE JEWELRY CREATIONS 
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Herbert L. Oberman 

offers the Newest 
Trend in Ladies’ 14Kt. 
gold jeweled Watches and 
Bracelets. 


Many other assorted styles in pink 
gold 


HERBERT L. OBERMAN 
48 W. 48th St., New York City 


Manufacturers of fine jewelry for the wholesale trade. 














When in Need of 


Diamond Jewelry 
SEND TO: 


CHASE RAND CORP. 


Importers and Cutters of Diamonds 


for 


VALUE QUALITY 
SELECTION 





Memorandum selection cheerfully sent 


64 West 48th Street New York City 
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NY time that you can tie in with the doings of your 
public, you'll find it productive to do so. For 
instance, Macy's achieved interest with a small window 
built around a song. The background was a simulated 
piano octave with black and white painted cardboards 
placed like keys. Two plaster hands in graceful poses 
boasted wrist watches. The window card simply said, 
‘Time on your hands.” Go Macy’s one better and show 
a copy of the sheet music of this piece in the window 
with the other props. «*# «* * 


MAKE A GROUPING of your $1 and $2. slow- 


moving items and ca 1e corner your “Alibi Bar.” Pro- 
| g it 1 call tl rner your “Alibi Bar.” P 


| mote the section in your window and in your advertising 


as the gift shop for men in the doghouse. 
* * * 


NEXT TIME you plan a showing of specimen 


| tables, designate one of your salespeople as a “table 
| consultant” to advise on problems of table decoration and 





etiquette . . . and, of course, on silver selection. This 
idea will rate you a publicity interview with your local 
newspaper, * * x 

THE “BARGAIN BUGABOO” was attacked by 
McCreery’s, New York, with new terminology. This 
store called each item in a half-yearly sale “money-saver 
No. 1,” “money-saver No. 2” and so on. 

* * * 

THIS IS THE SEASON when an epidemic of school 
magazines breaks out, and you tear your hair wondering 
what to do. Still, you can make the ads pay in human 
interest as well as in revenue. Hold an advertisement 
writing contest in the school soliciting you. Students are 
to write the ads, and the winning presentation becomes 
your copy in the school book. Give prizes for the first 
three winners. You'll find that educators will approve 
this educational approach, and you'll reap profits. 

* * * 

INSTEAD OF SHOWING cigarette lighters in one 
part of your store and ash trays in another, assemble all 
your smoking equipment in a corner and call it the 
“Smoke Shop.” Gimbel’s, New York, has just set up 
such a section; it is a natural for Christmas. 

* * * 


TAKE FULL ADVANTAGE of the sensational start 
Lord & Taylor’s, New York, gave to the new and excit- 
ing use for jewelry—on hats! Arrange for cooperation 
with a millinery department if you are in a department 
store, or with a specialty shop near you. You supply the 
jewelry, the millinery shop puts up the hats and ar- 
ranges the display. You will, of course, have a credit 
card prominently in the hat window. You'll garner lots 
of attention with your participation in such a promotion 
of conversation-piece hats tastefully glorified with real 
or simulated jewelry. This is one way to raise the unit 
purchase price of pieces because customers like such hat- 
jewelry combinations and make no difficulty about paying 
for the jewelry, even though costly. You will have to 
have it understood with the milliner that you are to 
supply all such jewelry pieces sold on both the displayed 
hats and others inspired by the window. 
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MATERIAL FOR GEM LECTURES AND ARTICLES 


Lectures and newspaper articles have repeatedly 
proved themselves result-getting publicity for th 
jeweler particularly lectures on the gems and gem 
materials which are so intriguing to the imagination of 
the public. 

The difficulty is for the busy jeweler to find time to 
assemble and prepare the necessary data. A_ helpful 
aid in this direction is now available through a service 
being offered by William O. Theis of the Webb C. Ball 
Co., prominent Cleveland, Ohio, jewelers. 

Mr. Theis has prepared a series of 12 articles—one 
on each of the 12 birthstones, which he himself has used 
with great success as a monthly newspaper feature 
column and as a basis for gemstone lectures to the public. 

The material is written in non-technical language to 
be of maximum interest to the general public and con- 
tains not only scientific and commercial facts about the 
various gems but enough of the lore and legend of each 
to make them intriguing to the public’s imagination. 

He is now offering to supply to one jeweler in each 
city on a basis of first come, first served, the complete 
text of the entire series which the subscribing jeweler 
may use either in lectures or as a monthly newspaper 
column—an arrangement which Mr. Theis’ experience 
indicates is welcome in most newspaper offices where 
interesting feature series such as this are universally 
sought. 

A small fee is charged to cover Mr. Theis’ expense 
in handling the service. Further details may be had by 
addressing him in care of the Webb C. Ball Co., or at 
his residence, 109 East Orange St., Chagrin Falls, Ohio. 


200 DIAMOND CUTTERS WORKING IN BRITAIN 


Eight diamond-cutting factories, engaging some 100 
workers, are in operation in England and a much larger 
factory is being started to provide work for a further 
100 refugee diamond specialists and at least double the 
present British output. 

Every effort is being made to organize the refugee 
diamond cutters from Holland and Belgium in order that 
the diamond cutting industry may be extended, Secretary 
Harcourt Johnstone, Overseas Trade Department, told 
the House of Commons recently. 





British diamond craftsmen are already employed and 
apprentices are being engaged. Promotion of the dia- 
mond cutting industry in the United Kingdom is being 
given strong support by the British government in con- 
nection with the export trade drive undertaken some 
time ago. 

The prices now being asked in England for small 
brilliants and small eight-cuts are so high that very 
little is being used and manufacturers are using up the 
small lots of second-hand broken out goods that can be 
picked up here and there. In sizes from quarters to four 
grainers very little well-made goods is available, and the 
prices asked are making transactions difficult. 

The United States cutting industry is understood to be 
increasing its orders for rough in the London market. At 
the last sights in September, sales were largest since the 
May invasion of the Low Countries—$1,250,000 as 
against $1,000,000 for the whole of August and $500,- 
000 for July. 
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Since 1889 the expert craftsmen 
of the Wadsworth Watch Case 
Company have created watch 
eases === more appealing - < - 
have designed watch cases of 
more beauty, finer workman- 
ship, higher quality. Today, as 
in 1889, Wadsworth craftsmen 
still maintain these same high 
standards of workmanship 
worthy of the precious metals 
in which they work. 


Offices: 
New York, 630 Fifth Ave. 
Chicago, 35 East Wacker Drive 


Wadsworth 


THE WADSWORTH WATCH CASE CO., INC., DAYTON, KENTUCKY 
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New 








® Warren Telechron's Quartermaster combines the new Tele- 
chron barometer with a Resolute ship's wheel clock, both cased 
in gold color metal with six wheel spokes. The barometer indi- 
cates weather conditions 12 to 24 hours in advance. $16.50. 


® Leading the trend back to old- 
fashioned cookery in the modern 
kitchen, Everedy Co. offers the Pie- 
Serole, an oven-proof earthenware 
deep dish nestling in a graceful base. 





® Rutledge, a new version of the gold bracelet watch by Carol 
Jewelry Co., 10 W. 47th St., New York, fashioned in rose, natural and 
- iwo-tone 14 karat gold, and fitted with a Pery 17 jewel movement. 


® The new love-wedding ring, by 
Sachs & Perry, 62 W. 47th St., New 
York, combines 32 baguette, four 
half-moon, four triangle and 20 
full-cut round diamonds in a mag- 
nificent band 10 mm. wide. $2200. 





© Stewart-Warner's 1941 line in- 
cludes Model 5Y!, a new AC-DC 
battery portable with built-in magic 
antenna, and sliding front panel 
® Gracefully true to the which may be locked so that the set 
may be kept for one's personal use. 


style period which it re- 
flects in line and decora- 
tion, is this new Georgian 
Shield pattern in sterling 
silver, made by the Con- 
cord Silversmiths Corp. 


© "Submarine" by Walt- 
ham Watch Co., the first 
American-made water- 
proof watch, in men's and 
women's models, sells for 
$29.75 with 9 jewels, 
chrome bezel and non-cor- 
rosive back, and $39.75 
with 17 jewels, gold-filled 
bezel, non-corrosive back. | 
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 \IISIMAS BUNINESS 


“€ Here’s what we are featuring 
to Christmas givers, using five 
magazines, totalling 6,623,441 

circulation ...a direct selling 

job that you can tie in with 
your local advertising, 


Tie in your Christmas 
selling with our three-way 
flatware promotion . . . Gift 
Magnificent, Gift Modest, Gift 
Practical. Get in, if possible, on 
our Christmas booklet . . . only 


three cents. Use our match-up 


~ GORIAM 


America’s Leading Silversmiths Since 1831 


Sherling 


PROVIDENCE, R. I. 


letters . . . postage is only cost. 





right: BOURG, 
' o right: x left to vA E, STRAS 
Above, reading left § pia KING EDWARD? Below, reading a aupent, ROSE MARIE 0 'cyased 
GREEN . BUTTERC *s LADY, ON, ST- DUNS 
CHANTILLY> HUNT CLUB, B GOVERNOR LLY MADISON, 
FAIRFAX, ADROON, . EORGE, DO 
LISH G G 






LYRIC, KING 
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They’re New! 








@ This new finger ring from the 
fall creations of Chase Rand 
Cerp., New York, made in 10% 
iridium platinum, has a center 
marquise, four baguette and 20 
full-cut round diamonds. $400. 





@ Pineapple dish and banana leaf tray, from 
International Silver Co.'s new "Tropical" line of 
popular-priced silverplated hollowware. Several 
units in this smart new line retail at $5 and under. 








@ The Braxton belt, made by the Queen City Buckle Mfg. Co., of Cincinnati, 

is an improved version of a popular seller of several years ago. Made of 

high-grade ''soft'' leathers, lined with calfskin, it has an inter-lining built with 
little cleats to hold the belt snug and prevent slipping. 





@ This plastic seasoner, made by 
Allite Mfg. Co., Los Angeles, 
sprinkles from the bottom and 
thus prevents moisture from reach- 
ing the condiment. $2, gold- 
banded in various pastel shades. 





@ Sterling silver cigarette box, made by Smith & Smith, 103 W. Canton St., 
Boston, has a domed, gold-lined, hinged cover and a genuine cedar lining 
with an adjustable partition. Its dimensions are 6/4, x 34 x 19/16 inches. $15. 





@ Longines-Wittnauer Watch Co. 
has developed a new attachment 
for a single cable cord or brace- 
let for ladies’ wrist watches, re- 





@ Hand-made sterling silver ruler, 34-inch wide, with raised monogram, $7.50. 


sulting in an apparent decrease Also available without the monogram and in smaller sizes. Leonore Doskow, 
in the dimensions of the watch. 49 W. 27th St., New York. 
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SUPERIOR 


Geo Man 


Styling 


AOW GOODMAN offers you 


something absolutely new, different, 


MAKES , 
SALE and finer in mountings! Now— 

; GOODMAN exclusively introduces 
COME 


two-tone RHODIGOLD mountings. 


EASIER A SENSA TIONA L new Permanently white RHODIGOLD 
diamond plates on 14-K yellow gold 
. DEVELOPMENT IN 


mountings. Old mounting problems 
vanish! These RHODIGOLD dia- 
mond plates are actually whiter than 
white’ gold and they never discolor. 
RHODIGOLD mountings make 
small diamonds look much larger 
and even more beautiful. RHODI- 
GOLD eliminates the need for con- 
stantly polishing mountings because 


they always look new and RHODI- 


| G {j 0 D ill | qi GOLD is actually more durable than 


gold. Jewelers who are now featuring 
AND COMPANY GOODMAN’S RHODIGOLD 
mountings are enthusiastic because 
they’re so much easier to sell. GOOD- 
MAN RHODIGOLD mountings can 
mean more diamond sales and 
Makers of Qu a lity Hewelry greater profits for YOU, too! 
Order new styles now in these 
sensational GOODMAN 


mountings. 








INDIANAPOLIS, INDIANA 





Si. ce 1903 
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® The Classic 14k green and pink gold wrist watch is set 
with 42 genuine rubies and eight diamonds. Rubies are set in 


the dial in place of the numerals for 12, 3, 6 and 9 o'clock. 


Made by Herbert L. Oberman, 48 W. 48th St., New York. 





© Gumwood wall placques with composition 
fruit handpainted by skilled artists in natural 
colors. Six different placques, sold at $7.20 
per doz. pairs, boxed in pairs, by Leo Kaul 
Imptg. Agency, 115 C S. Market St., Chicago. 


Mi FOR 


® The Ronson 
manufacturers 
have _ introduced 
a variety of new 
models in antici- 
pation of Christ- 
mas gift - giving. 
Among them is 
the Colonnade, 
a table lighter 
with touch - tip 
feature, silver- 
plated with four 
transparent Lu- 
cite columns. 


They’re 
New 


























® Cased in translucent 
Pedrara onyx, the Mira- 
mar self-starting electric 
clock, by Seth Thomas, 
is further embellished by 
base, dial center and 
sash in gold color. Nu- 
merals are black against 
a white background. $15. 





STONES _ |: 


SEND TO 


sNATHA 


& CO. 
INC. 


71-73 NASSAU STREET 
NEW YORK 





Importers and Cutters of 


. . DIAMONDS 
. . PEARLS 
. . PRECIOUS 
.. SYNTHETIC and 
. IMITATION 
STONES 


CULTURED PEARLS 
ZIRCONS 
STAR SAPPHIRES 
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FULMER8, GIBBONS inc 


Now Locatreo AT 
214--2!18 SOUTH TWELFTH OT. 


PHILADELPHIA 











~~ A MODERN AND 
EFFICIENTLY EQUIPPED FACTORY 
WITH 
EXPERIENCED CRAFTSMEN 
AND 
SKILLED DESIGNERS 


PRODUCERS OF THE BEST 


_ DIAMOND JEWELRY 


Pune 
‘ie 
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LOST—100 JEWELRY SALES; AND WHY 


LTHOUGH jewelry store sales methods are unques- 
tionably among the highest developed in any type of 
retail business, there are still several points on which 
the store can improve itself, according to Oliver Selle, 
president of the Selle Jewelry Co. of St. Louis. Among 
these are “lost sales’’—a constantly present percentage 
of “might have been” transactions which for some reason 
or other are lost as the customer leaves the store. Not 
many of these occur in the properly managed jewelry 
store, yet, in a year’s time, a staggering amount of prof- 
its can be lost in this way. Moreover, a great deal of 
the store’s prestige is involved in any such dissatisfac- 
tion which results in the termination of a sale half way 
completed. 

Based on the query “why are so many jewelry sales 
lost when both merchandise and prices are desirable to 
the customer?” Selle’s has for several years made a 
constant study of the influences which make for lost 
sales, and during that time, has been convinced that 
most of these are the result of oversights and weaknesses 
in the sales structure which are definitely open to im- 
provement by intelligent sales instruction. Some are 
traceable to merchandise or unalterable situations, but 
for the most part, the responsibility of a lost sale rests 
squarely on the salesman. 

Salesmen at best are only human, Mr. Selle believes 
—therefore, the store does not set any impossible objec- 
tive for its staff to reach. It does, however, point out 


ali objectionable features likely to result in lost sales, 
and stresses overcoming of these. 

This was accomplished by means of a survey which 
covered during two years’ time 100 lost sales which 
were brought out to Mr. Selle’s attention strongly 
enough so that they could be used as object lessons for 
preventing similar occurrences in the future. Compil- 
ing his list of reasons for lost sales, Mr. Selle has broken 
them down into percentages in table form. Here are 
the reasons: 

Ignorance of merchandise ....................25 lost sales 
SN: os cwesve deans Se UU 


Improper handling of trade .................. 12 lost sales 
Evvone tt GeGOMENEY: <5 occ ec. 0 aee hee 10 lost sales 


CRC GRINGO so os x hw de Ha kns clone hebigs an 8 lost sales 
Unfamiliarity with stock ...................... 7 lost sales 
Customers kept waiting ...................... 6 lost sales 
Impatience with customers .................... 5 lost sales 
Insolence of salespeople ....... eee 
Candin GPAER. 0.8 odes. Soe. 3 lost sales 
Piensa. <. fo. Jo. ob An eee 3 lost sales 
Poor merchandise ........................... | lost sale 


Any 100 lost sales over any period of time in the 
jewelry store will break down to approximately the 
same percentages, Mr. Selle believes, with the same 
reasons and oversights responsible for turnover wasted 
in this way. On a few of these points, notably the con- 
dition of stock and errors in addressing packages and 
mail, the salesman is not responsible. For the larger part, 
it is possible to rectify each of them through concen- 








WHA 


WILL BE NEW FOR 
THE HOLIDAY TRADE? 


The answer will be found on the pages of the new 





1941 ALLEN CATALOG 


Your Guide to Better Business 


Use the benefits of a practically unlimited stock without heavy 
investment. Use the ALLEN CATALOG with its complete 
range of new jewelry merchandise as your reserve stock . . . 


every item available to you in a few hours. 


The 1941 ALLEN CATALOG continues as for more than 
70 years to be the “Jewelers’ Right Hand Man”. With it you 
can always have fresh, new, attractive stock . . . Always supply 


just what your customers want. You need never miss a sale. 


BENJ. ALLEN & CO., Inc. 


SILVERSMITHS BLDG. 


10 SO. WABASH 
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The ALTON watch has fulfilled its promise. It has 
demonstrated to thousands of users that the ALTON 
represents better value and higher quality in each 
price range. . 
Every watch is cased, timed and rigidly inspected in 
our own shops. Each watch comes to you In a Spe- 
cially designed beautiful gift box. 

You can offer these dependable new ALTON watches 
to your customers with every assurance that you are 
giving the best possible value at the price. Every 
watch is guaranteed to give long years of satisfaction 
to users. 





The above watches are three of nearly 50 new models 
added to the ALTON line and illustrated in our 1940- 
1941 catalog. Hundreds of other profit making values 
are shown. This catalog also illustrates our complete 
line of diamond rings, wedding rings and combination 
wedding ring sets. If you have not received your 
copy ask for it on your letterhead. 


Weksler & Goodman. Ine. 


Distributors of Keystone, Star. Belove. and 
I.D. Watch Cases 


& 


Chicago 


>» South 


Wabash Ave. 


Illinois 
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trated emphasis on sound selling. Most of these sales- 
losing mistakes come to light when business is heavy; 
therefore, should be stressed in advance, Mr. Selle* says, 

Ignorance of merchandise formerly caused a full quar- 
ter of the total number of lost sales in the Selle store. 

This has now been overcome with a program of edu- 
cational meetings in the store at which all points of new 
jewelry merchandise are painstakingly applied. In addi- 
tion, every sales-killing point is listed in order, and 
brought to the salesman’s attention often enough that 
he will remember, and avoid such instances in the future. 
The result at Selle’s has been cutting of lost sales to a 
tiny minimum, and much better results each day of the 
year. 


RECORD ALL TRANSACTIONS PROMPTLY 
By FRED MERISH 


Next to accuracy, the most important phase of book- 
keeping is prompt recording. In our experience with 
jewelers in an auditing and advisory capacity, we find 
that a large majority hold invoices, cash receipts, ac- 
counts receivable, petty cash outlays and disbursements 
by check, for days, sometimes weeks before entering 
them in a book of original entry or posting to the ledger. 

Make this a rule of business, whether you employ a 
bookkeeper or not. Enter every transaction the day it 
transpires. If you do not employ a bookkeeper, that 
means that you haven’t enough book work to keep her 
busy and you can do it yourself in a short time. The 
best time to make such entries is after hours. 

We have audited books for many different types of 
retail establishments and know that where a bookkeeper 
is not employed, the daily entries take a half hour at 
most and often only 10 minutes. Yet, in many cases, 
jewelers let transactions accumulate for days before 
entering. Frequently, even where a bookkeeper is em- 
ployed, the entries are not made the same day they 
transpire. There is no excuse for such laxity, particu- 
larly when it is certain to lead to trouble sooner or 
later, and often to considerable loss. Bills get lost, 
expense slips mislaid, cash is not recorded properly 
so that mistakes and misunderstandings occur, all be- 
cause of »rocrastination in keeping the books. 

The cash should be balanced every day, too. We 


- know of jewelers who have lost through theft because 


of laxity in balancing cash daily. Employees sooner 
or later learn that the boss does not check cash any 
too carefully and begin filching. Keeping close tabs on 
cash is mighty important. The best way is to deposit 
in the bank each day’s receipts to the penny, then you 
have a clean-cut picture of your cash income on your 
bank statement. If you must make small disbursements 
out of current cash from time to time, run them through 
a petty cash fund, an accounting gadget for handling 
small expenses paid out in cash that too few jewelers 
utilize. 

Postings to the general ledger need not be made daily, 
weekly is sufficient, sometimes even monthly if there 
are few such transfers, but be sure that this work is 
done by the end of the month and a trial balance of 
the general ledger taken to determine whether it is in 
balance, whether the work is done accurately. Where 

(Please turn to page 93) 
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THE "DEN" ALARM 


Rich, dark Catalin case with lus- 
trous, marble-like grain (also in 
ivory-color if desired). Gold-color 








numerals outlined in black on sil- 
vered ground. Polished brass bezel, 
unbreakable crystal. 30-hr. movt. 
One key winds both time and 
alarm. Height, 334". A handy de- 
sign, suitable for library, den or 
boudoir. Retail price, $3.75; Key- 
stone list, $4.90. 


"VEGA" KITCHEN CLOCK 








WITH NEW AUTOMATIC STARTING 


ELECTRIC MOTOR 


If current is interrupted, 
when it automatically 
and unfailingly shows th 


only one watt! 
ture: a soft, friendly 
Moulded plastic case in 
Red, Green or White. 





$3.38. 





“OVERNITE" ALARM 
WITH FLEXIBLE SLIDING SHUTTER 
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clock 


stops until the time is again set, 


starts 
e cor- 


rect time. Has new, slow-speed 
motor of low consumption— 
Special fea- 


tick. 
Ivory, | 
Retail 


price, $2.50; Keystone list, | 


Flexible sliding shutter encloses dial and rear for protection in trunk or | 


bag. Modernistic dial with unbreakable crystal. RADIUM NUME 


RALS | 


and HANDS. 30-hr alarm movt. 3!/2" high, 4!/2" wide. Ivory case with | 
polished brass trim, retail price, $4.25; Keystone list, $5.82; Chrome | 


trimmed black case, retail price, $3.75; Keystone list, $5.10. 


YOUR JOBBER can supply you these and many more attractive 
values in gift and stock items. 


THE NEW HAVEN CLOCK CO., New Haven, Conn. 


NEW HAVEN Gimepiccet 





—SINCE 1817 


| 
| 
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The season for awarding 
Sports Trophies is near— 
Football — Track — Skiing— 
Bowling — Basketball — Bad- 
minton—Tennis—Golf, etc. 
We make what is probably 
the widest range of sports 
charms on the market. Your 
Wholesaler will gladly show 
samples of the Fisher Line in 
14k and 10k gold; 1/10 and 
1/20 10k Gold Filled, Ster- 
ling and Rolled Gold Plate. 


Send for illustrated Price Lis#. 


J. M. FISHER CO. 
ATTLEBORO, MASS. 


“THE FISHER LINE” 
J.M.F.C 

































SJ. A= 


SAY 





2 
ENT WR 





geet 


WHEN YOU SHIP 
A LOT 


of old gold, filled cases, optical 


scrap, bench sweeps, etc., the 
DEE CHECK TELLS YOU ALL. 


That is what counts and is why 
so many jewelers continue to 
send their 


OLD GOLD 
TO DEE & CO. 


There is no guess work. We know 
values and always pay what it 
is worth. 


DEE 2 ¢ 


A 


O. 


en OL0 GOLD 
AND SALES OFFICE 
55 €. WASHINGTON ST 


/Yrecious 
CHICAGO 


GENERAL OFFICES 
AND PLANT 
900 W KINZIE ST 











| MODERNIZATION FORUM 








@ To aid its readers in rede- 
signing, modernizing and im- 
proving thew stores, Tue 
JEWELERS’ CrRcuLaR - Keystone. 
has retained Murray M. Pearl- 
stein, nationally known author- 
ity in jewelery store layout, as 
consultant. These services are 
entirely without charge, except 
when elaborate, individually 
prepared designs are requested. 
In stating your problem please 
be explicit and include if pos- 
sible a sketch of the part of the 
store under discussion. Write 
Mr. Pearlstein in care of this 
journal, 100 E. 42nd St., New 
York, or, if you're going to be 
in New York, write in advance 
for an appointment. 





MURRAY M. PEARLSTEIN 


MART STORE FRONT—Can you suggest a smart 

and distinctive front for our store which we intend 
to remodel in the spring. We want something entirely 
different from the fronts which several other stores in 
our block have installed during the last two years. These 
combine neon signs with structural glass or porcelain 
and are highly modern and attractive, but we are hoping 
for an idea that will be new to our city and appropriate 
for the style and prestige of our business. Our store 
is located in the middle of the best shopping block in 
town. (J. D., Inc.) 

Answer—lIf you are seeking something unusual in 
store fronts, yet of such design as to retain the most in 
modern merchandising and display, we suggest the fol- 
lowing: The vestibule shall be the entire width of the 
store and 12 feet deep. Two individual rectangular 
display windows or cases project out from the side 
walls of the vestibule, measuring 3 feet in length, 2 feet 
6 inches in depth and 2 feet 6 inches in height. At the 
rear of the store front area, between the projecting 
displays, place a pair of all glass doors and side wings, 
flanked on either side by a projecting display of similar 
size as on the walls of the vestibule. These cases shall 
start 3144 feet above the floor. Displays should be 
brightly illuminated, thus acting as magnets to sidewalk 
shoppers, pulling them in for a detailed examination of 
the merchandise from whichever direction they are 
walking. The materials to be used are of a large variety 
and the choice depends primarily upon your budget 
allotment for this work. 


(, ‘455 DOORS—Would it be desirable for us to 
install one of those 300-pound glass doors we have 
been reading about, to replace a wood and glass door, 
without otherwise modernizing our 20-year-old store 
front? What do glass doors cost, are they hard to open 
or close? Do they chip or crack? (M. O. T.) 


Answer—The use of an all-glass door in place of 
the old-fashioned wood and glass door would be a de- 
cided improvement. The glass used in the manufacture 
of these doors will not chip or crack. They operate very 
easily. A door for your store would weigh approxi- 
mately 200 pounds and would cost about $350. We 
highly recommend your installing such a door in your 
store. 
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ASEMENT SELLING FLOOR—Our expanding 
china, glass, giftwares and electrical equipment 
business makes it necessary for us to add a second sell- 
ing floor. We can rent the second floor directly over 
our store, for $60 a month, or convert the basement into 
a sales floor, without additional rental. Considering the 
psychology of shoppers, would it be well for us to 
economize on the rental and use the basement for our 
expanded departments, or would our customers so dis- 
like the artificial lighting and confining atmosphere of 
the basement that we might better pay the additional 
rental and use the second floor? (F. R. C.) 
Answer—It has been our experience that shoppers 
prefer walking downstairs to a sales room rather than 
walking up. We therefore suggest your utilizing the 
basement, providing that the ceiling height is at least 
9 feet. The entrance to this area or to a second floor 
should be in a conspicuous place at least 414 feet wide 
and easily accessible. The air-conditioning of your 
basement would make it a very gesirable place to shop 
in. The lighting, if incandescent, should be concealed 
and of direct type. However, for the type of mer- 
chandise you intend to have, in this location, we suggest 
the use of fluorescent lighting. 


KNOWING YESTERDAY'S DESIGNS 
(From page 59) 


Heavily flowered papers covered the walls, doing 
battle for attention with heavily flowered carpets on the 
floors. 

From this welter of jumbled patterns and possessions, 
present-day decorators have contrived to uncover certain 
motifs and certain objects of great charm. Judiciously 
used in contemporary settings, these selected pieces of 
Victoriana contribute a fresh note, and have been enjoy- 
ing something of a vogue among smart decorators. Per- 
haps the most attractive contribution of the Victorian 
age is to. be found in decorative accessories, some of 
which have been effectively reproduced in china, glass 
or silver. Such cornucopiae, prism candlesticks, hands, 
unusual bottles, bowls and vases contribute to table 
decor or act as bright accents in a room today. 


RECORD ALL TRANSACTIONS PROMPTLY 
(From page 90) 


the jeweler employs no regular bookkeeper but depends 
upon part-time auditing service, such as an accountant 
coming around once monthly to post up the books and 
balance them, it is wise to make original entries daily. 
leaving all supporting papers in a file for perusal by 
the accountant. If errors have been made, he will cor- 
rect them. 

We know of cases where books have not been balanced 
for six months or more, sometimes they are posted up 
but no trial balance taken until the end of the year. 
Regardless of how accurately the profit and loss state- 
ment and balance sheet are prepared at the end of the 
year, if the transactions are not entered daily and the 
ledger balanced monthly, there is no assurance that the 
resulting statements give a true picture of profits and 
net worth. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for November, 1940 





Brilliant Gift Idea! 


BACK 
CLOSED 





SNAPSHOT LOCKET NOW INCLUDED! 


LeRoco's handy Motorists’ Companions sell themselves—right 
off their attaractive display card. Our exclusive personalizing 
arrangement takes all customer servicing off your hands. It's 
not necessary for you, or the person giving the gift, to know 
the recipient's license number. Locket holds picture taken from 
any ordinary snapshot; photo and license tag are interchange- 
able. In nickel silver to retail at $1.00. Other styles in sterling 
silver and 14K. gold. 
WRITE TODAY FOR ILLUSTRATED FOLDER ‘'K"' 
Jobbers Inquiries Invited 





236 W. 55 St. 
NEW YORK 


NEW = rable 


FLAG SETS 


WITH 
PHOTO HOLDER 
x * 


Here’s a new patriotic 
photograph holder that 
every family with a boy 
in the service will want. 
Appropriate in home and 
office. The 4 x 6 silk 
flag, on gold colored hal- 
yards and tassels, raises 
and lowers on the 134” 
staff. Holds photo 2” x 
234” behind double thick 
glass. Sturdy all metal 
construction, chromium 
plated. Retail $1.50 
($10.80 per doz.). Also 
available without photo 
holder, retails $1.00 
($7.20 doz.). Prices 
F.O.B. factory. Prompt 
Delivery. 


Note: It will pay Whole- 
sale Jewelers to write us. 


-OHLSON METAL PRODUCTS CO. 
* WALTHAM, MASS. _ 
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MANUFACTURE 
OF CLOCKS IN US. 





(IN MILLIONS OF DOLLARS) 





25 


Nearly 16 Million 


1927-1939 
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HE clock industry of the United States last year 

produced 15,914,030 clocks valued at $22,869,681, 
compared with 16,416,314 clocks valued at $24,658,477 
made during 1937, according to preliminary figures com- 
piled from returns of the Census of Manufacturers for 
1939. 

Spring-wound alarm clocks, naturally, were the most 
numerous among the various types of clocks. They total- 
ed 10,070,666 valued at $8,934,265, an increase of 5 per 
cent in quantity but a slight decrease in value from the 
production of 1937, year of the last previous biennial 
Census. 

Electric clock production in 1989—3,957,336 valued 
at $10,527,028—decreased 7 per cent in volume and 16 
per cent in dollar value from 1937. They included 929,- 
336 alarm, 1,258,221 mantel, 699,496 wall and 390,985 


1929 1931 1937 1939 


other frequency motor clocks, and 679,298 motor-wound, 
master and magnet-operated secondary clocks. 

With a value of $355,531, chime clocks were a bright 
spot in the record for clocks other than electric or alarm, 
the 28,095 made last year representing an increase of 
36 per cent from 1937. One-day clocks, including auto- 
mobile types, totaled 1,532,232 worth $1,672,622; sharp- 
ly higher than the 1,011,169 worth $1,193,109 made in 
1937. Eight-day clocks, except automobile and chime, 
were lower both in volume and in dollar value than 1937 
and consisted of 161,034 mantel clocks valued at $718,- 
114 and 147,333 wall clocks valued at $353,531. 

Production of clocks with imported movements last 
year soared sharply to 17,334 from 7,144 in 1937. The 
value of the 1939 production, $308,577, compared with 
only $73,059 in 1937. 





GET TRANSIENT CUSTOMERS ON YOUR MAILING LIST 


F the hundreds of ‘“‘cash and carry” customers who 

stop in your store during the year at irregular 
intervals to make small purchases, how many can you 
call by name? They are an important part of your 
business and should be carefully cultivated. 

Through proper cultivation these people can be de- 
veloped into regular customers who will greatly add to 
your yearly sales, and it won’t cost you much, either in 
cash or effort. 

No doubt, you issue a calendar, or give some kind of 
an advertising gift each year around Christmas time. 
Why not put these gifts to doing the work they are really 
intended to do? During the next few weeks, ask each 
of these “cash and carry” customers who stop in your 
store his or her name and address, telling them that you 
want to be sure they get your unusually attractive gift 


94 


that will be ready early in December. Then, along about 
the last week in November send out letters to these 
people stating that their gift is at your store and inviting 
them to call at their earliest convenience. 


At least 75 per cent of the people so approached will 
accept your invitation and come in at a time when your 
Christmas displays are at their best, and at a time when 
they are in that “buying” mood that prevails at Christ- 
mas time. 

Thus, you will have created not only an incentive to 
see your Christmas merchandise at its best, but you 
will have gained the friendship and good will of these 
casual customers. And, most important of all, you will 
have added many new names to your mailing list that 
can be used to good advantage all during the year. 
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He Bought a “New” Store Interior for 1.000 












Right — The crisp, bright 
modern interior, that paid 
for itself out of increased 
business in four months’ 
time. A local mill remade 
the display cases, and a 
painter refinished them in 
natural grain blond oak. 


e¢ MF I could talk to every jeweler who is operating 

an out-moded store, and convince him of the 
amount of business he is losing while he postpones re- 
modeling, I’d feel I were doing something worth while 
for the industry,” says C. E. Blanchard, whose store is 
at 3 W. State St., in Mason City, Ia. 

“There are a lot of other jewelers,” Blanchard added, 
“who go along year after year, just as I did, dissatisfied 
with their antiquated stores, yet thinking they can’t 
afford to remodel. If they only could be made to realize 
it, they can’t afford not to.” 

Certainly Blanchard has reason to be enthusiastic, for 
the cost of the remodeling was returned to him within 
four months, through increased business. The remodel- 
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An amazing contrast, be- 
fore and after C. E. Blan- 
chard made the best $1,000 
investment in his life. At 
the left is shown the Blan- 
chard store before modern- 
ization —dingy and old- 
fashioned, with a crazy quilt 
lot of 60-year-old fixtures. 


ing was completed in September, and the volume of 
business was immediately accelerated at the rate of 20 
per cent per month, with an increase of 30 per cent in 
December, over the same month the previous year. Not 
only has the volume of business been increased substan- 
tially, but the store is attracting a better type of cus- 
tomer. 

Modernization had been needed long before its pres- 
ent owner took over the store. The fixtures were from 
50 to 60 years old, and had been gathered from different 
stores. None of them matched, either in style or size. 
One piece was plain in design, and the next decorated 
with fancy moldings and scroll work. Shelving in dis- 
play cases was wooden, and rickety doors swung on 








NOW - te Vers troamborad 


u r colors and writes profits in, 
iny man's language. Instat 
‘shift changes color...compl: 

" guaranteed : 
New, beautiful display cas 
carry complete assortment, | 
pressive magazjne ad 
sells Norma to your custe 
Write for descriptive circ 
Retails from $1.50 to $10.C 
Also made in 14 korat 








A complete photographic ser- 
vice, supervised by experts with 
years of training, insuring best 
results. 


STADLER PHOTOGRAPHING 
COMPANY, INC. 
67 Irving Place New York City 
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hinges. In brief, a long out-moded store. 

When Blanchard began thinking seriously of remod- 
eling, however, the cost of a complete set of new fixtures, 
in addition to redecorating the store, would run to ap- 
proximately $3,000; a figure that for his small store 
seemed prohibitive. 

Had he foreseen what the returns would be from 
renovating, he probably would not have hesitated to 
buy new fixtures, but he did not then realize how profit- 
able the investment would be, and he considered the 
possibility of having his old fixtures rebuilt and made 
uniform in style and finish. 

This presented about as discouraging a task as anyone 
would want to undertake, he realized. Nevertheless, he 
consulted a painter whom he knew to be outstanding in 
his occupation, and discussed the problem with him. The 
painter, of course, encouraged him, but Blanchard was 
not easily convinced that even a painter with exceptional 
skill could make his old fixtures look anything like he 
wanted them to. 

He did, however, give the painter an idea of the sort 
of finish he would prefer if he were buying new fixtures 
-—natural grain blond oak. The painter asked permis- 
sion to take a drawer from one of the cases to his home 
and experiment on it. 

A few days later, he brought back the drawer, and 
Blanchard realized immediately that he had what he 
wanted in a finish. Finish alone, however, would not 
improve the old fixtures to an extent which would make 
them very desirable in any store. They would still be 
antiquated fixtures, repainted but structurally unde- 
sirable. 

A representative of a local mill work firm was called 
in, and he told the now expectant jeweler that the situa- 
tion was anything but hopeless. At the price he quoted 
for rebuilding the fixtures in modern style, the total cost 
of remodeling and redecorating the store would run less 
than $1,000. 

Although he still could not visualize the striking effect 
this expenditure would have on his store, Mr. Blanchard 
did appreciate that some improvement would result. 
Even a modest improvement would be worth $1,000, so 
he went ahead with his plans. 

When the mill work firm had returned his fixtures, a 
cabinet maker had set them up and the painter had com- 
pleted his job, few would suspect that they were not 
new. In fact, your correspondent had been in the store 
for some time, thinking it was a new store, before its 
owner explained what had been done. Only on close 
examination can it be detected that the fixtures are 
painted. 

The old wooden shelves are gone, and the new glass 
shelving rests on modern, adjustable show case brackets. 
The swinging wooden doors have been replaced by glass, 
which slides on roller bearings and, as can be seen in 
the accompanying photograph, modern style and uni- 
formity has been achieved. 

Doors and other woodwork—even the safe, cash reg- 
ister, and the clock on the wall—have been finished to 
match the other fixtures. Show cases and show windows 
are lined with a light blue leatherette product. The 
name “Blanchard’s’” is inlaid in the custom made lin- 
oleum floor, which harmonizes in color with the fixtures 
of the store. 
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AN jewelers carry goods 
from widely _ scattered 
sources, but few have capital- 
ized on this fact as well as 
Tuttle & Clark of Detroit. 

For the last three years, an 
“Arts and Crafts Around the 
World” exposition has been a 
popular feature of this firm’s 
fall merchandising program. 
Above is the window display 
used for last year’s show, and 
at the right is a corner of the 
firm’s new shop in Grosse 
Pointe, Mich. 

Giftwares are still being re- 
ceived from a limited number 
of overseas sources including 
Britain, Finland, China, Per- 
sia and India, but the same ex- 
position theme could be slanted 
“American Arts and Crafts 
from Coast to Coast’ with 
glass, china, aluminum, brass, 
leather and hand-crafts from 
such diversified areas as New 
England, California and _ the 
Southern Highlands. 


Arts and Crafts 
*“*Exposition”’ 
Good Holiday 


Promotion 
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Christmas— 
And Your Gift 


Department 


By J. RICHARD IANDER 


®@ Arthur Armour Aluminum—hand forged. Guest 
book employing the famous map decoration. Re- 
tail, $6.50. A. Stanley Brussel, 225 Fifth Ave., N. Y. 


HE expression, “Every Day is Gift Day,’ is true 
as more and more jewelers are realizing, but if there 
is a time when gift sales soar it is at Christma’. ° aati 
What an opportunity it presents to the jeweler who,» ‘« 
all year long, has been debating the question of a gift , 
and art department! Every shopper who walks into a 


: aes “6 Ameri . Glaze, 
jewelry store from now to Christmas is a gift buyer. amines Seana yuainy. Seem 


patina green, suggests bronze-green 


Not all, possibly very few, are actual buyers of the finishes of Greco-Roman relics. Set 
jeweler’s giftwares when they walk in. By a custom, $3.50. on = — 225 
too long of standing, they have been frequenting the de- ia ata 
partment stores and that little “‘shoppe” on the corner, © Sun Glo "Soda Caddy." Silver Alu- 
“Ye Nifty Gifty.” malite finish, for soda, soft gold color 


for ginger ale. Boxed individually at 
$4 retail. Sun Glo Studios, 225 Fifth 
Ave., New York. 


But there are potential buyers with open minds, each 
and every one, who will buy not only fine china and glass, 
nucleus of the jeweler’s gift and art department, but vari- 
ous metalwares and woods, potteries and lamps, linens 
and the rest, those quality gift items which forward look- 
ing merchandisers among jewelers can and are-selling. 

Gift “shoppe” and department store business is one 





2 


© "Goncéed’ pure lead crystal vases 

ein threal’new designs for Christmas 

jewelefpromotion. 8 to 9 inches tall, 

$9 to $12.50 retail. J. H. Venon, Inc., 
212 Fifth Ave., New York. 
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@ Monticello modern American 
glassware with fluted stem and 
bell-shaped bowl. From water 
goblet to cordial glasses, priced 
$20 a dozen retail. Libbey 
Glass Co., Toledo, Ohio. 








@ From Finland. A_ bowl of 
Karhula crystal with hand- en- 
graved scene, "Reindeer Hunt"; 
7" wide, 41/44" high; retail, $6. 
Finland Ceramics & Glass 
Corp., 225 Fifth Ave., N. Y. 





® Haitian handicraft. Modern solid ma- 

hogany tray, I!" x 18", retail, $6, made 

in Haiti by native craftsmen exclusively 

for Puerto Rican Handcrafts, 225 Fifth 
Ave., New York. 
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thing. Jewelry store merchandising of “gifts is another. 
In the face of rising buying. pewer which is making a 
quality consumer market not seen for a decade, with 
orders extending well into the new year and a long-range 
production expansion program already embarked upon 
by giftware manufacturers operating upon home soil, it 
is up to the individual jeweler to determine what share 
of such profit-making, rapid turnover business is his. 
There is more than enough of it, all gift and art houses 
agree, to go around. 

The gift houses out of their experience with jewelry 
store accounts, however, would remind not only those 
jewelers who will enter the gift and art field for the 
first time this Christmas, but those already active, of one 
or two simple rules. Here they are: 

1. Gift sales turnover is rapid, the market active. Do 
your ordering immediately. Otherwise you may find 
yourself on a waiting list, facing delayed or partial 
shipments. 

2. There are, at the moment, some difficulties on the 
production line, due to heavy ordering. Most manufac- 
turers and wholesalers are rapidly solving.this~but you 
had best check to see that you can obtain what you order 
when you order it. 

3. Don’t buy promiscuously. Stock quality wares, 
those calculated to enrich your store environment and in- 
dividuality. Hand-made and hand-finished articles are 
generally good bets—soft tones and soft glazes in pot- 
teries, smooth-trimmed metalwares and finely polished 
woods, crystal ware that is clear and delicately molded 
or cut. And remember, price does not always govern 
quality. 

4. Maintain your gift and art department as a separate 
unit. A customer is confused to find an “after-dinner” 
china set draped with a rope of pearls and perched above 
a case of watches. 

It is by the observance of these rules, say the gift and 
art houses, that the good jewelry store is becoming the 
consumers’ “quality” source for gift and artware in every 
community, large, small and “middlin’,’ the country over- 


® Dainty, vanity bottle set in soft rose, blue 
or white, with Porsalana flower stoppers and 
cover. $6 retail. Others, $1 to $1.50 each. 
Marimac Novelty Co., 225 Fifth Ave., N. Y. C. 











A new line dedicated to Americans of 
impeccable taste makes its bow — 
sparkling pure lead crystal with metal 
bases finished in gold and Danish silver. 


“Corcoran Fine Shs Ine. 


Cart Par AAR a OE 
Lew ut OS kh: oe. ee. 














NO. 830R 
SUPPER AND RELISH TRAY 


ARTHUR ARMOUR ALUMINUM 


The Aristocrat of The Metal Lines 


For Years the favorite of the Retail Jeweler, 
who places Quality and Craftsmanship 
above price. 


Ask for our new 40-page Catalog A 
Sole Distributor 


A. STANLEY BRUSSEL 


LOS ANGELES— 225-5TH AVE., 


TARA SALES CO., 
712 SO. OLIVE ST. NEW YORK CITY 




















|, FORESIGHT— 
Ze 


Foresight—that will be the jeweler’s gift 
this year at Christmas, a gift which will 
carry him and his store into the most pros- 
perous of new years. 


If he has thought about it, it will be this 
foresight which will lead him to stock a fine 
line of quality gift and artware, or if he 
has done this, to organize this stock into a 
department, distinctive and separate from 
his watch, or diamond or silver department. 


It will be this foresight that will show him 
not only the dramatic and romantic appeal 
that gift and artwares so universally pos- 
sess, but it will show him a way, provenly 








KARHULA CRYSTAL 


‘*‘RFinland’s contribution 


to the American home’’ 
Immediate delivery from New York 





WRITE FOR ILLUSTRATED FOLDER 


FINLAND CERAMICS & GLASS CORP. 


225 FIFTH AVENUE ® NEW YORK 
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| “Horns of Plenty" tor PERFUME 
a A CHRISTMAS ee (Made in U. S. A.) 


GIFT 


strong and sure, to a steady increase in store 
traffic, in sales and in profits. 


The attention paid to the merchandising 
of gift and artware at Christmas is not 
merely a seasonal effort that will establish a 
mere seasonal sales high. It is effort that 
will translate itself over the three hundred 





and sixty-five days of the New Year, for the No. 9154—Exquisite, horn-shaped bottle (5"' long). Fitted with perfume 
ili f f d . | : er — ey cutting, and eT te eee 
; crystal, rose, an ue . . . with companion covered powder bo ‘ 
selling of giit and artwares 1s accumulative diamsier) .. . GIANT VALUE .. . 3 ploce sof (2 bellies end powder 
and, more than ever, in the light of rising td. - Pee Geman GOR | 6.55 faa ck ccavndccctcadaveueraneeteeeeee ee $9.60 
b s 7 d .* “oy 99 No. 9154A—Bottles only. Per dozen...................:.c cece ee eeee $3.60 
uying power and an expan ing uxury No. 9154B—Powder box only. Per dozen...................... 0000. $3.60 
market, “every day 1s gift day.” No. 9266—Perfume Tray . . . Fine, polished mirror plateau . . . fitted 
with ornamental crystal handles (20'' long). Per dozen............ $9.60 f 
It isn’t too late to bolster holiday displays No. 9154-9266—3 piece perfume set and tray. Per 4 piece set..... $1.50 | 
with a few more gift items, for instance, 
Edward P. Paul & Co.. Ine . 
those you see here. 2 Co.. ‘i 
1133 Broadway Established 1898 New York, N. Y. 




















| 
| 
| 

















| 
Smart buyers, aware of the advantage of concentrated | 
shopping facilities, give 225 Fifth Avenue first place on 


| their itineraries. 








Not only are the leading American lines represented 





and beautifully displayed .. the buyer finds products PA RKLING water clear heavy crystal 

from every country in the world, each a symbol of the 8 . ’ Z . 

character and customs of the land from which it came. | bowl—a masterpiece of American in- 

225 Fifth Avenue is truly the ever available source of genuity and design ass the candlesticks 

new ideas...the year-round shopping center for those shaped to match the bowl. 

who seek the finest in Gift and Art, China, Glass, and 

Decorative Accessories. + 4024 Bowl 1” x 1314 ” $5.00 each 
Write for the new edition of the 225 + 4025 Candlesticks 2144” x 344” 2.50 pair 
Directory. Address: Cross and Brown, Prices Net 


432 Fourth Avenue, New York City. 


L25-DYATW/AVENUE “semester 
CHICAGO SHOW M: 1554 RCHANDISE MART 
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BONE CHINA AFTER DINNER COFFEE CUPS #9857 


ee 


Sold from New York Stock in complete dozens only 
COPELAND & THOMPSON, INC. 


FIFTH AVENUE > NEW YORK, N. Y 














The finest American Pottery 
turned into our 


AMERICAN DRESDEN 
BRIC-A-BRAC LINE 





£2492 Flowerbowl, 34 inches high, 414 inches 
diameter in centre, decorated with beautiful 
colored flowers in high relief. Flowers in 
their colors and shadings facsimiles of nature. 
Price $7.20 per doz. 

The line is new, beautiful and re-orders are re- 


ceived constantly. 


The line runs in price from $3.00 per doz. upward. 


Completely illustrated price list mailed on application. 


LEO KAUL IMPORTING AGENCY 
115-119 C SOUTH MARKET ST. CHICAGO 
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ERHAPS the most remarkable display of Christ- 
mas cards ever to be exhibited in New York is 
now open for jewelers’ inspection at Georg Jensen, 
Inc., 667 Fifth Ave. Original works of such prominent 
artists as Adolph Dehn, Lazlo de Nagy, Dudley Morris, 
Golinkin and Julia Martin are shown. Beneath or to 
the side of the originals are the reproductions, matted 
and mounted as Christmas cards. Retail prices range 
from five cents to $1 per card. Jewelers who carry 
distinctive cards at Christmas will find the exhibit a 
rare opportunity since the project was organized by 
Jensen out of a desire to offset the flood of cheap cards. 





* *% * 


THE CAUMAN SISTERS, designers of gift and artware, 
are in new quarters at 14 E. 50th St., following re- 
moval from 129 E. 59th St., New York. Miss Rebecca 
Cauman is at work on designs for a line of costume and 
other jewelry which is shortly to be introduced through 
wholesale channels. 

* * 

SEVERAL FINE OLD cLocks from the 18th and 19th 
centuries are in the collection of antiques recently 
placed on display by I. Freeman & Son, Inc., 444 Madi- 
son Ave., New York. The collection, which supplements 
the Freeman antique English silver and old Sheffield 
plate, contains fine old oil paintings, china and furni- 
ture and is on display in new showrooms on the third 
floor. 

* * * 

THE SPECIAL ATTENTION of jewelers is called to The 
Buyers’ Lounge, now open at 225 Fifth Ave., New 
York’s Gift and Art Center Building. A service of the 
lounge, which is to be a permanent feature of the build- 
ing, is an exhaustive cross-indexed file of items, lines 
and exhibitors in the far-ranging market of gift and 
artwares, china, glass and decorative merchandise. Miss 
Wood is in charge and may be addressed for a copy of 
the new edition of the “225 Directory” of giftware and 
exhibitors within the building. 


* * * 


FRANKOMA PoTTEeRY, Which is shown in example in 
this issue, is the unique contribution of Dr. John Frank, 
noted ceramic expert, to the ever-widening field of deco- 
rative-utilitarian art. Known as Oklahoma’s only pot- 
tery, it is outstanding for its “Patina Green” glaze, a 
bronze green coloring which carries one back to the 
Greco-Roman school. 

* * * 

A TOTAL OF 50,000 square FEET of additional space 
has been acquired by Edward P. Paul & Co., Inc., manu- 
facturers of lamps, china, glass and gift ware, 1133 
Broadway, New York. The space comprises the entire 
nine-story building and basement at 43 W. 13th St., to 
which the company is transferring its former factory at 
33 W. 26th St. A showroom is also being installed, 
with the showroom and executive offices to continue at 
the Broadway address. 
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"Time and Its Reckoning," by R. Barnard Way and Noel D. Green, 
The Chemical Publishing Co., New York. $2. Available from Book 
Department, The Jewelers’ Circular-Keystone. 


HIS book is not of the nature of a technical discus- 

sion of timepiece mechanism, although it does out- 

line the historical evolution of it with simple descriptions 
of the outstanding inventions that form links in the 
chain of development of watches and clocks, from their 
crude beginnings down to the present. In doing this the 
authors have shown good judgment in selecting essential 
inventions, and ignoring the many that were based upon 
the most faulty understanding of the principles involved. 
But the best aspect of the book may be considered its 
explanations of the scientific background of time-keep- 
ing: of the reasons for our ideas of time in its larger divi- 
sions—the calendar and the seasons; time as based upon 
what we know of astronomy. This has really practical 
value to us who sell and service watches and clocks. Our 
customers ask us questions about these things. If we can 
answer them, are not our patrons better impressed than 
if we appear ignorant about any part of our profession? 
And what is this but a matter of building up personal 
reputation that attracts others to us and brings us more 
business? Besides this, the book takes us interestingly 
into the more speculative consideration of time and its 


mysteries: it gives us some idea of what philosophers have 
thought about this; and while this is outside of our prac- 
tical work, it helps us appreciate better the stuff with 
which our daily work does deal. For sufficient reasons, 
therefore, we think “Time and Its Reckoning” is a book 
worth reading by members of the horological craft. 

This book seems to us also a fine example of the spirit 
of “carry on” so characteristic of our British cousins in 
these days of their terrific difficulties, a spirit to be ad- 
mired and emulated by any nation—a spirit epitomized 
in the where and when of the mere statement “Printed 
in England—1940.” 

It is also refreshing in these days of screaming war 
headlines to read this book which says not a word about 
the war raging round its writers and printers, but turn- 
ing instead to much mightier and more eternal move- 
ments than anything that happens on our little earth— 
the vast motions of the celestial mechanism that are re- 
produced by the watches and clocks that afford so many 
of our readers their daily work.—J. J. B. 


BOMBS HAVEN'T HURT BRITISH MORALE 


“At the present rate of going it will take the Germans 
some years at least to wipe out our trade, and if this is 
their aim they will find a very useful market for their 
cheap jewelry and their millions of clocks will have 
gone,” the Goldsmiths Journal, London, declared in its 
October issue. “The jewelry market will be a very diffi- 
cult one for the Germans to reopen when they have been 
cured of their present lust for malicious destruction and 
murder.” 





‘New Fall Campaign 


appearing in 


Saturday Evening Post ° Esquire ° Collier’s 
Liberty - Newsweek * New YorkTimes Magazine , 


@ Once again this Fall a strong advertising campaign will 
create new sales for the popular Christy Sport Knife. As in 


former years the demand will be heavy on ac- 
count of its unique gift appeal. 
More than a half-million already 
sold. Be sure to get your share 
of the profits to be made on this 
novel knife of universal appeal. 





Fill out and mail coupon ? 
today. (We will bill through 
your wholesaler if desired.) 


4 Display card furnished 
FREE with order for % doz. 
or more Standard $1 Model 
: _ Knives. (Each knife comes 
s7 in gift box.) 


ET KNIFE EVER DESIGNED 
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... WITH 
SAFETY FEATURES 


@ Keep the Standard $1 Model shown at right prominently 


displayed on your best selling counter. Your cost $7.20 
per dozen... Also DeLuxe Models to retail at $1.50, $2.50 
and $3.00...You make full 40% profit on all models. 


THE CHRISTY CO., Fremont, Ohio. 


[] Send 


O 





doz. Christy Sport Knives at $7.20 per doz. F.O.B. Fremont, 
Ohio. (Shipping charges prepaid on orders for 3 dozen or more.) 


Send circular on DeLuxe Models. 








Jobber's Name 
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Germany Curbs Swiss Export Of 
Timers and Some Watch Parts 


Transit of chronographs, stop 
watches and certain watch parts out 
of Axis-locked Switzerland felt Ger- 
man pincers Oct. 1. 

The German government, on that 
date, compelled Swiss exporters to 
obtain permits from the German con- 
sul at Berne for the transit of such 
goods across German-controlled ter- 
ritory. Manufacturers of chrono- 
graphs and stop watches promptly 
sought export permits, but the Nazi 
consul issued none, according to 
American importers, up to the time 
this issue went to press. 


United States State Department offi- 
cials, after conferring with the Swiss le- 
gation in Washington, said that exports 
of chronographs and stop watches from 
Switzerland actually have been stopped 
as a result of the German transit restric- 
tions. It is reliably reported that the 
permit system has been broadened to in- 
clude watch parts, particularly jewels 
and hairsprings, but the State Depart- 
ment was without official word on this 
point. It was indicated, however, that it 
would not be surprising, if these prod- 
ucts, too, were included, since the Ger- 
man objective appears to be the with- 
holding of shipments of any items 
suitable for use as timing devices, such 
as time fuses, etc. 

Between Oct. 9 and 12 French cus- 
toms officials required transit permits at 
the Swiss border. 

American firms which sell timing 
watches received shipments through the 
last week in October via the American 
Export liners, which arrive from Lisbon, 
Portugal, each Fridav, and also via the 
Swiss-chartered Mount Taurus, which 
docked in New York Oct. 18. The Mount 
Taurus sailed from Genoa, Italy, Sept. 
20, with a $5,000,000 cargo of watches, 
chemicals, etc., but was recalled by Ital- 
ian authorities. However after examining 
her papers they permitted her to resume 
her passage Sept. 24. This was the first 
Swiss-chartered ship that ever brought a 
cargo from that country to New York, 
other Swiss-chartered bottoms having 
a the westward crossing under bal- 
ast. 


SWISS ALONE MAKE TIMING WATCHES 

Switzerland has been alone in the pro- 
duction of timing watches, which usually 
have from 100 to 150 more parts than 
ordinary watches, and, because of the 
limited market for them, have not been 
made by watch factories outside Switzer- 








land. Five or six times as many watch- 
makers are necessary on chronograph 
work to produce the same quantity as 
for ordinary watches. 

In military aviation, chronographs 
have considerable use in operative train- 
ing, according to a member of the Royal 
Air Force interviewed recently. A pilot 
doing his exercises will have certain fig- 
ures to perform in a given time, and 
during his training the instructor, sitting 
beside the pilot in a dual-control ma- 
chine, will time his pupil. 


AIR CORPS TURNS TO U. S. SOURCES 

The U. S. Army Air Corps is develop- 
ing domestic sources for navigation 
watches, required equipment for ll 
squadron leaders. Heretofore imported, 
these navigation watches are 16-size, 21 
jewel movements, cased in nickel, chro- 
mium-plate or stainless steel, with a 
24-hour inner dial, a sweep-second outer 
dial and an indicator reading from zero 
to 24 hours to show the state of winding. 

The clock is the only imported instru- 
ment on the Air Corps planes’ dial panel, 
according to Lieut. Col. A. E. Jones, 
Wright Field, who said that domestic 
sources are already available for their 
manufacture. 

German control over exports from 
Switzerland apparently is aimed at 
jewels and parts for aviation instru- 
ments, since at least one American watch 
manufacturer had to submit blueprints 
and _ specifications to prove that the 
jewels and parts he desired would be 
used only for ordinary civilian-type 
watches. Watch jewels that could be 
converted for aviation instruments have 
been suspended. 

To provide American manufacturers 
with jewels of types banned by the Ger- 
mans from shipment out of Switzerland, 
efforts are being made to stimulate do- 
mestic production of jewels. An im- 
portant dealer reports stepping up his 
production of jewels from Montana sap- 
phire and also from synthetic corundum. 
This firm, which also continues to import 
jewels for all mechanical purposes, has 
100 workers engaging in a_ profession 
which has been a specialty for many gen- 
erations in Switzerland. The United 
States last year imported 43,712,840 
jewels for mevements and mechanisms. 
Their declared value was $913,245. 





Platinum at $36 Per Ounce 
(October 24, 1940) 


EB 2 spi ee drain afeearei eaten fone o oiela 

Containing 5% iridium ........... 40.00 

Containing 10% iridium .......... 44.00 

Containing 5% ruthenium ........ 36.00 

ce hr 24-$25 
106 





Leniency Urged on Jewelers 
In Handling Draftee-Debtors; 
Should Repossess Sparingly 


“Credit jewelers should take care to 
observe the spirit and intent of the law 
dealing with the handling of debts for 
instalment purchases contracted by men 
who may be inducted into the military 
service,’ recommends a bulletin just 
issued to its members by the National 
Association of Credit Jewelers. 

Prepared by A. K. Shipe, Washington 
attorney, who is legal counsel for the 
association, and in close touch with de- 
velopments in the nation’s capital, the 
statement sets forth the provisions of the 
Act, which are briefly the provisions of 
Section 13 of the Selective Training & 
Service Act of 1940, which became law 
on Sept. 16, and which, in brief, is to 
the effect that goods which have been 
sold on an instalment contract to a man 
who is subsequently drafted into military 
service, shall not be subject to reposses- 
sion by the seller during the time that 
the purchaser is in the service unless (a) 
a competent court decides that the abil- 
ity of the purchaser to comply with the 
terms of the contract is not materially 
affected by his military service or (b) 
repossession is agreed to by mutual con- 
sent in writing between the buyer and 
seller. 

While these two provisions give a cer- 
tain degree of protection to the jeweler 
who may have sold goods on the instal- 
ment plan to such purchasers, the NACJ 
strongly recommends that if either of 
these provisions is taken advantage of, 
the jeweler should take particular pains 
to see that its intent as well as its lan- 
guage is complied with, and suggests 
that repossession be taken only when 
such an arrangement with the purchaser 
is freely and willingly agreed to by the 
purchaser without coercion or pressure. 

It is also urged that while the practice 
of securing endorsers or guarantors of 
purchase contracts in the case of men 
of military age may be used to insure 
payment of the indebtedness, even 
though the purchaser may subsequently 
be drafted, that such procedure and the 
decisions to grant or withhold credit in 
such cases should be made with due and 
careful regard to the effect upon public 
morale and sentiment. 

“It would be a calamity,” says the 
bulletin, “and bring just criticism to the 
jewelry business if those who sell on 
the instalment plan should take any 
measures to jeopardize national defense 
by taking undue advantage of these pro- 
visions of the law.” 

“Credit jewelers in their effort to pro- 
tect themselves in sales on the instal- 
ment plan to prospective soldiers should 
be guided by tact, diplomacy, common 
sense and fairness.” 
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Marriages Again Heavy 
In September, Survey Shows; 
Median Increase 29.1% 


While marriage license issuance 
throughout the country was not relative- 
ly as high in September as it had been 
in August, big increases were generally 
recorded over the same month of a year 
ago, according to another survey of the 
principal cities made by this publica- 
tion. 

The very largest cities, with the ex- 
ception of Philadelphia, which was still 
feeling the effect of a new marriage reg- 
ulation, showed some of the biggest in- 
creases. New York had 9666 marriages, 
for a gain of 49 per cent; Chicago had 
4671 for an increase of 34 per cent, and 
Detroit had 46 per cent more, with 2128 
marriages. 

The median increase in the 43 cities 
surveyed was 29.1 per cent. Philadel- 
phia issuance, which had dropped off 65 
per cent in June, as a result of a require- 
ment of Wasserman tests for both par- 
ties to a marriage, which took effect on 
May lI, had 13 per cent fewer marriages 
in September than a year ago. Except 
for the new legislation that city, undoubt- 
edly, would have shown about the same 
relative increase in marriages. 

California cities have been having 
fewer marriages than last year. 

The comparisons of the license issu- 
ance in September follow: 


License 
Issuance Per 
Sept. Sept. Cent 
1939 1940 Change 
Akron........ 308 420 +36.3% 
Albany....... 93 154 +65.6 
Atlanta...... 265 343 +29.4 
Baltimore.... 817 1263 +54.6 
Boston....... 879 983 +11.8 
Chicago...... 3490 4671 +33.8 
Cincinnati... 411 461 +12.1 
Cleveland.... 932 1100 +18.0 
Columbus.... 275 241 —12.3 
Dallas........ 437 448 + 2.5 
Dayton....... 197 308 +56.3 
Denver....... 313 284 — 9.2 
Detroit . 1454 32128 +46.3 
Dumt..i.....- 166 194 +42.6 
Grand Rapids 172 314 +82.5 
Hartford..... 138 246 +78.2 
Indianapolis.. 556 443 —20.3 
Jersey City... 348 569 +63.5 
Kansas City.. 425 452 + 6.3 
Los Angeles... 2446 1789 —26.8 
Louisville.... 379 659 +73.8 
Memphis..... 188 221 +17.5 
Milwaukee... 557 694 +24.6 
Minneapolis.. 504 665 +31.9 
Newark...... 425 765 +80.0 
New Orleans.. 334 387 +15.9 
New York.... 6492 9666 +48.8 
Oakland..... 470 365 —22.3 
Omaha....... 208 253 +21.6 
Philadelphia.. 1521 1309 —13.2 
Pittsburgh... 1027 1147 +11.7 
Providence... 244 339 +38.9 
Richmond.... 275 236 —14.5 
Rochester.... 298 340 +14.1 
St. Paul...... 308 323 + 5.0 
St. Louis. .... 1098 1418 +29.1 
San Antonio.. 290 503 +73.4 
San Francisco 654 571 —12.7 
Seattle....... 555 646 +16.4 
Syracuse..... 144 213 +47.9 
Washington.. 534 922 +72.6 
Worcester.... 212 324 +52.4 
Youngstown... 175 295 +68.5 
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ASSOCIATIONS ALSO FLOURISH IN FLORIDA 


.Florida jewelers are almost as proud of their state association as they are of their climate and 


their fruit, and this picture attests to the interest which the directors show in the Florida R.J.A. 
taken at a meeting of the directors and officers, Oct. 13, in Orlando, Fla. 
Alvin Magnon, Tampa, regional vice-president of ANRJA, 


men had to drive more than 300 miles. 


says he cannot recall a directors meeting at any time when there were less than 12 present. 


lt was 
To reach there some of the 


The 


purpose of the session was to further plans for the 1941 convention, which will be held late in April 


in Jacksonville. 


Funds were voted to try to have a new auction law enacted by the next legislature. 


Those in the picture are: President H. F. Underwood, Palatka; Treasurer Reade Tilley, Clearwater; 
Secretary G. W. Lawton, Orlando; W. H. Deuber and Mr. Magnon, Tampa; Lester Moon and W. W 


Putnam, Tallahassee; Roy Fox, Daytona; Hart Swalstead, Orlando; Eug 
Smith, Jacksonville, and Fred Engleke, Gainesville. 


Miami; Sterling 





power, 





1941 Regional Conclaves 
Of ANRJA To Be Held 
In Boston and Atlanta 


Regional conventions of ANRJA, to 
be held early next year in Boston and 
Atlanta, were announced late last month 
by Charles T. Evans, secretary. 

Tentative plans call for the Eastern 
conclave to be held in the Hotel Statler, 
Boston, Monday and Tuesday, Feb. 17 
and 18. 


The Southwestern assembly will be 
held some time in April, after Easter, at 
Atlanta. A meeting was held in that 
city, Sunday, Oct. 27, for the purpose of 
furthering arrangements, when Alvin 
Magnon, Tampa, Fla., regional vice- 
president of ANRJA, and Harry G. 
Matthews, Asheville, N. C., former vice- 
president for the region, met with the 
Atlanta Jewelers Guild, Claude S. Ben- 
nett, president; and Henry Bookout, 
president; E. A. Morgan, secretary, and 
J. H. Reed, Atlanta, executive secretary 
of the Georgia R.J.A. 

The purpose of these regional meet- 
ings, about two of which are to be held 
each year, are to acquaint jewelers who 
may be unable to attend national con- 
ventions with the parent body’s activities 
and with developments on trade prob- 
lems. They are expected to stimulate 
rather than detract from the activities of 
the various state groups within a region. 


24-KARAT BANQUET JAN, 18 


The annual dinner of the 24-Karat 
Club of New York, the biggest event of 
the trade’s social calendar, will be held 
Saturday evening, Jan. 18, at the tradi- 
tional place, the Grand Ballroom of the 
Waldorf-Astoria. G. H. Niemeyer, 
Handy & Harman, perennial major domo 
of the event, already has arrangements 
well in hand, with the capable assistance 
of the same committeemen who served 
last year: Frank S. Demarest, Harold H. 
Gibson, Gibson & Graef; Walter N. 
Kahn, L. & N. Kahn; Raymond Mehr- 
lust, of Jacob Mehrlust; Reginald Reich- 
man, Reichman Bros., Jerome Reichman 
and P. Irving Grinberg. 
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National Organizations Honor 
Streeter, Krehbiel and Evans 


High honors were bestowed on several 
prominent jewelers in recent weeks. Wil- 
son A. Streeter, president of Bailey, 
Banks & Biddle, Philadelphia jewelers, 
and leading light in the ANRJA and 
many other trade activities, was elected 
to the presidency of the Retailers Na- 
tional Council, an organization of 14 
associations in as many lines of retail 
trade. Mr. Streeter has always been a 
zealous guardian of the trade’s interests 
in matters of taxation and legislation. 

Edward H. Krehbiel, general manager 
of Black, Starr & Gorham, New York 
jewelers, has been named a national coun- 
cillor in the U. S. Chamber of Commerce, 
as representative of ANRJA. 

Charles T. Evans, ANRJA secretary, 
has been named the trade’s representa- 
tive of the American Red Cross, for the 
seventh year to head the fund-raising 
campaign in the metropolis. 





11 New Registered Jewelers, A.G.S. 


The American Gem _ Society an- 
nounces the awarding of the title of 
Registered Jeweler, A.G.S., to the fol- 
lowing members during the past four 
months: E. M. Allen, Birks, Ellis, Ryrie, 
Ltd., Toronto, Ontario; G. A. Borg, 
True Brothers, Inc., Springfield, Mass. ; 
J. B. Bowman, Palmyra, Pa.; John 
Grainger, R. B. Johnson Co., Waltham, 
Mass.; H. L. Hands, John Hands & Son, 
Iowa City, Iowa; H. Julian Knox, Geo. 
T. Broadnax Co., Memphis, Tenn.; Juan 
G. Krause, Sylvester Engle Co., Hazle- 
ton, Pa.; Jack Kull, Albert H. Kull 
Store, Columbus, O.; Herman D. Page, 
True Bros., Springfield, Mass.; William 
A. Schneff, Schneff Bros., Elgin., IIL, 
and Fred J. E. Weber, Henry Birks 
& Sons, Ltd., Quebec, P. Q. 





Silver Prices New 
London York 
Spot Official 

=e Sete 23 74d 343, ¢ 
Qeteber 10 26s 0cn'a: 2334d 3434,¢ 
= ee ee 23y5d 343,¢ 
October 24 .......... 231d 345, ¢ 








BULOVA/’ 


tN Thank you for featuring 
TURN O° TOP among the 
> select items in your Christmas 
catalogue, which jeweler 
thrayghout the country will 
mail to their customers. 


Top 
will be seen by thousands 
of YOUR customers this 
holiday season. Prepare 
for the demand! Order 


these sensational cigarette 


servers TODAY! 


#1208. ee nuine t 
dle SS ahielalcte With Dunhill 


lighter or clock. Holds ote J 
cigarettes. Turn top see on 
Sa 


retat Ns at 


#1069. Mariner's Wheel, gen- 


uine leather covered. Both $ (] 
models hold King and stand- ‘ 
ard sizes. retails at * 


CRONO Corporation 


358 Fifth Avenue, New York, N. Y. 








18 States Will Observe 
Later Thanksgiving Day Date 


While more governors are following 
the lead of President Roosevelt in again 
proclaiming Thanksgiving Day a week 
earlier than the traditional day of the 
last Thursday of November, there will 
still be 18 states in which turkey will 
be officially carved on Thursday, Nov. 
28, according to advice received by this 
publication from governors or secre- 
taries of state. Wisconsin will again 
have two Thanksgiving Days. 

Oddly enough five Democratic South- 
ern states, Arkansas, Florida, Kentucky, 
North Carolina and Tennessee, will ob- 
serve the traditional day, along with 
such Republican strongholds as Maine 
and Vermont. 

While the advantage to retail trade 
from the earlier date, as advanced by 
President Roosevelt, may be refuted in 
some quarters, it is a fact that the jewel- 
ry trade dates the Christmas buying sea- 
son from Thanksgiving Day. 

The Ohio State Council of Retail Mer- 
chants in a bulletin stated in part: “Na- 
tion-wide investigation conducted last 
February by Retail Executive indicates 
that there was an average increase of 
business in states which observed the 
earlier holiday of 9.5 per cent, contrast- 
ing with an average increase of but 3.1 
per cent in states where the later date 
was observed. 

Statistics collected by the U. S. De- 
partment of Commerce on 32 states. 
evenly divided between early and late 
Thanksgiving Day observance, likewise 
showed that increased sales in both 
November and December were registered 
by a number of trades in states observ- 
ing the earlier date. 

The probable dates to be observed by 
the various states this year are: 


Nov. 2I— 

Alabama, Arizona, California, Colo- 
rado, Delaware, District of , Columbia. 
Georgia, Idaho, Illinois, Indiana, Louisi- 
ana, Maryland, Michigan, Minnesota, 
Mississippi, Missouri, Montana, Neb- 
raska, New Jersey, New Mexico, New 
York, North Dakota, Ohio, Oregon, 
South Carolina, Texas, Utah, Virginia, 
Washington, West Virginia, Wisconsin 
(both) and Wyoming. 


Nov. 28— 
Arkansas, Connecticut, Florida, Iowa, 
Kansas, Kentucky, Maine, Massachu- 


setts, Nevada, New Hampshire, North 
Carolina, Oklahoma, Pennsylvania, Rhode 
Island, South Dakota, Tennessee, Ver- 
mont and Wisconsin (both). 


"Young Bob" Becomes Benedict 


Life must again be appearing much 
brighter to Robert Shipley, Jr., the able 
young educational director of the Gem- 
ological Institute of America, who has 
again resumed his duties after a spell in 
the hospital, where he underwent an op- 
eration in August. Rumor has it that 
“Bob” will “middle aisle” it early this 
month with Miss Mary Hughes, who has 
been secretary in the G.I.A. office in Los 
Angeles for some time. 


James D. putes Weds 


James Donahue Dougherty, prominent 
jeweler, of the J. B. Hudson Co., Minne- 
apolis, was married to Mrs. Clara Bek- 
ken Baugh on Oct. 3. 
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Three ANRJA Officers Attend 
lowa R.J.A. Convention; 
Dudgeon Named President 


The best convention of revent years 
was held by the Iowa R.J.A., on Sept. 
29 and 30, at the Hotel Fort Des Moines, 
Des Moines, with as many as 250 mem- 
bers, their wives, wholesaler and factory 
representatives attending the social 
functions. 

Guests of honor were Henry W. Von 
Unruh, Cincinnati, president; Charles 
T. Evans, New York, secretary, and C, 
J. Josephson, Moline, Ill., regional vice- 
president of ANRJA. Great credit for 
the success of the convention is due the 





The 1940-41 officers of 
the lowa R.J.A. are: 
Grant Dudgeon, Ames, 
president (above, left); 
H. O. Woodbury, New- 
ton, vice - president 
(above, right) and 
William Joseph, Des 
Moines, sect.-treas. 





Hawkeye Boosters the organization of 
traveling jewelry salesmen, who had 
done a great deal of preliminary spade- 
work. The Boosters played host at a 
Dutch Supper on Sunday evening. Golf 
had been enjoyed during the afternoon. 

“Trade Diversion as it Affects the 
Jeweler” was the subject of an interest- 
ing address by Bert L. Zuber, secretary 
of the Associated Retailers of Iowa. 
Hans Bagge, Certified Gemologist of 
Chicago, spoke on “Diamonds and Their 
Appreciation.” The business sessions 
were conducted by the retiring president, 
Louis A. Prastka, Cedar Rapids. 

Officers elected at the final session 
were: Grant Dudgeon, Ames, president; 
H. O. Woodbury, Newton, vice-presi- 
dent, and William Joseph, Des Moines, 
secretary - treasurer, Directors named 
were: Mr. Prastka, Cliff Collins, Water- 
loo; Charles Blanchard, Mason City; 
W. S. Eichenlaub, Fort Madison; H. O. 
Brightwell, Chariton, and Ole Olson, 
Fort Dodge. 

The Hawkeye Boosters elected the 
following officers: Jack Marshall, Chi- 
cago, president; K. C. Steele, Minneapo- 
lis, vice-president; and Frank Overholt, 
Des Moines, secretary-treasurer. 

The ladies were well entertained with 
a sight-seeing trip of the city, a theatre 
party, a luncheon and style show. 

The Navy Department has made a 
$24,345 award to the General Time In- 
struments Corp., Thomaston, Conn., for 
mechanical clocks. 
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Jewelry Plants’ Capacities 
To Be Studied in Defense Survey; 
Higher Minimum Wage in Prospect 


The N. E. Manufacturing Jewelers & 
Silversmiths Association is co-operating 
closely with the Rhode Island Industrial 
Commission in its compilation, industry 
by industry, of the productive equipment 
of each plant. 

The association urges manufacturers 
to list their inventory in a questionnaire 
to be sent out by the commission and 
pointed out that the information would 
be of value to the Procurement officers of 
the Army, Navy and other buying agen- 
cies of the government in listing avail- 
able productive capacity for use in the 
defense program. 

About 125 trained workers have been 
placed in jobs in the jewelry industry 
in Providence during a six weeks’ period, 
according to the October bulletin of the 
N.E.M.J.&S.A. The association has been 
working with Providence School Depart- 
ment in a plan whereby young high 
school graduates have been trained for 
semi-skilled jobs. Employers have been 
helping in guiding the work and in some 
cases have furnished materials and _ in- 
structors. 


Manufacturing at Top Speed; 
More Variety in Lines This Year 


A definite improvement has been mani- 
fested in the manufacturing jewelry in- 
dustry in the Providence-Attleboro area 
during recent weeks and a general note 
of optimism is to be found among leaders 
in the industry. In many instances, re- 
ports indicate, local factories are oper- 
ating at, or close to, single-shift capacity 
levels and some are operating on over- 
time schedules. 

Important changes in buying trends 
have been observed, notably an increasing 
demand for items in the better grades of 
costume jewelry. Emphasis has also been 
placed on the fact that business this year 
is spread over a wide variety of jewelry 
lines in contrast to recent seasons when a 
preponderant call for some one type of 
jewelry has resulted in a rush of manu- 
facturers into that field. 

Manufacturers say that the broadening 
demand for jewelry of all types can be 
partly attributed to expanding purchasing 
power over the nation as the result of 
industrial] production gains but they also 
feel that the trend is an indication of an 
increasing jewelry-consciousness on the 
part of the buying public. The latter 
development, they feel is due in no small 
part to the jewelry industry’s publicity 
campaign over the past few years. 

Authentic military style jewelry con- 
tinues in popular demand. The wife, 
mother, or sweetheart of a man serving 
in the armed forces of the nation can buy 
a pin, button or other piece of costume 
jewelry bearing the authentic insignia of 
the particular branch in which the man is 
serving. Or small gifts such as cigarette 
lighters or desk sets can be obtained 
similarly ornamented. 


Arkansas Jewelers Convention 
Planned for April 20-22 


Plans were made to hold the annual 
convention of the Arkansas R.J.A., at 
Little Rock, April 20 to 22, at a meeting 
of the directors, at the Marion Hotel, 
Little Rock, Oct. 19. 
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Wage and Hour Requirements 
Explained in Pamphlets 


The Wage and Hour Division has an- 
nounced that the 40-hour week edition 
of the “Employers’ Digest” is off the 
press. This pamphlet contains the latest 
information concerning the Wage and 
Hour Law, especially information per- 
taining to the change in the standard 
workweek, which dropped from 42 to 40 
hours on Oct. 24. 

The “Employers’ Digest” outlines the 
requirements of the Fair Labor Stand- 
ards Act in clear, concise fashion and 
contains helpful instructions on record 
keeping. It explains in detail how em- 
ployers should calculate their employees’ 
regular rates of pay on which overtime 
is based. This new edition can be ob- 





+e 





tained, free of charge, from any of the 
Wage and Hour Division field offices, or 
by writing to the Wage and Hour Di- 
vision, U. S. Department of Labor, 
Washington, D. C. 


q The Novo Findings Co., Providence, 
R.L., filed a demurrer in District Court on 
Oct. 14 attacking, as unconstitutional, the 
mandatory minimum wage order covering 
employes in the jewelry manufacturing 
industry in Rhode Island. The company, 
charged with failure to pay the mini- 
mums established under the wage order, 
held that the order “creates an unreason- 
able and unlawful classification of em- 
ployes to the detriment of employers” 
in the industry in violation of State and 
Federal laws. 


RING uP 
proiuéble 
MORE/SALES 


WITH HARVEL 


IN 17 JEWELS TO RETAIL FROM $19.75 TO $2500. 
ACCURACY AND STYLE IN EVERY PRICE RANGE 


HARVEL 


*There’s a story behind this 
statement that should pique 
the curiosity of every alert 
jeweler. Write us for facts. 


HARVEL WATCH COMPANY 
ROCKEFELLER CENTER, NEW YORK 


Wesiern Office: PANAMA BLDG., PORTLAND, OREGON 


NATIONALLY ADVERTISED 





IN THESE POWERFUL MAGAZINES 
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WORLD'S ONLY BELT 
WITH DOUBLE-COMFORT 


FEATURE 





*Reg. U. S, Pat. Off. 


BRAXTON 
BELTS 






Nationally 
advertised 
in Esquire 
featuring 
Dick Powell, 
Paramount 


Star 





GREAT FOR XMAS GIFTS 


Patented inner-lining feature prevents 
slipping. 30-days’ free trial. We re- 
deem any belts returned. 
$21 per dozen 

Retails for $3.00 each 
BUCKLES—heavy sterling silver 
tongue buckles with ass’t shields for 
monogramming. Per doz. $30. 
SETS—Cavalier sterling Silver and 
Gold filled tie and buckle sets in 
metal gift boxes. 
$21 to $36 per doz. sets. 


TERRITORY OPEN FOR LIVE 
SALESMEN 


BRAXTON DIVISION 


QUEEN CITY BUCKLE MFG. CO. 


CINCINNATI, OHIO 























NEW RETAIL ENTERPRISES 








Owner or 
Name and Address Manager 
Abelson’s, Inc., 5th & Washington Sts., Hoboken, N. J..... Mortimer S. Abelson, pres. 


Brenner Canandaigua Jewelry Co., Inc., 
Canandaigua, N. Y. 


Allen Jewelry Co., Inc., Newport News, Va 
Barnett Jewelry, Mineral Wells, Texas .... 


H. S. Fuller, West Plains, Mo. 


eee weer eee eee eres eee 


ee ey 


SHCHP KSC OK APKC e OR DES 


S. Main St., 
R. Brenner 


ee re rer T. H. Allen, pres. 


. Barnett 
. Fuller 


M. L 

Darling Jewelry, 105-107 W. Third St., Jamestown, N. Y...G. B. Darling 
H. 8 
G 


RR. G. Goomale, Angola, ING. ....ccccecccsorse R. 
meter, Be. C..i ss cces Harry D. Weinstein, mgr. 
— Bros. & Hihn, 107-109 W. Baltimore St., 


ey 


Charles Kerrey, E. Center St., Marion, O... 


The Jewel Shop, 206 N. Main St., 


. Goodale 


meena 


rye : os r . : ovens . Charles Kerrey 


Gerard C. Manziano, 474 Main Bt., Metucnen, N. J...0660% Gerard C. Manziano 


Pope Credit Jewelry, Wellington, Ky eames 
we SB, MEOONEOR, TOME 6 cscs ccccescees 

R. & G. Jewelers, Twin Falls, Idaho ....... 
R. L. Owen Jewelry Store, 108% N. Canal St., 


| 


153 E. Main St., 


N. M. 
~—* _———— Jewelers, 


Seeesseeoveses F. . Pope 


L. Reed 
Cec cvrcceocere Robert Summerfield, mer. 


Carlsbad, 
L. Owen 


Stephen Marx, mer. 


a Jewelry, 322 Washington Ave., [ewes Miss...M. P. Fried, mer. 


Sanders Jewelry Co., Inc., Pensacola, Fla 
Charles Schwartz & Son, 708 7th St., 
1 oe rer 


ee 


ee 


Simmons Credit Jewelry Store, Cleburne, “Texas .......... Artie Simmons 


Sterchi Bros., 


Stork’s, Inc., 110 S. 52nd St., Philadelphia 


Corbin, Ky. (new jewelry dept.)........... M. Schaffer, mgr. 
poi aitmiae hii ive! > dic dessa Julius C. Brooks 


Trabert & Hoeffer- Mauboussin, Inc., 986 N. Michigan Ave., 


Chicago 


rr 


Ce ee ee ee 


Weismer Bros., 716 ~~ -e St., Philadelphia, Pa.......+.- Gabriel & Ardis Weismer 


Wise Credit Jewelers, 105 N 


Queen St., Lancaster, Pa.... 
Zale Jewelry Co., Pampa, Texas .......... 





Over 800 Attend Dinner-Dance 
Of Western Pennsylvania R.J.A. 


More than eight hundred persons, in- 
cluding a large number of out-of-town 
jewelers, their wives and sweethearts, at- 
tended the second annual informal din- 
ner-dance of the Retail Jewelers’ Associ- 
ation of Western Pennsylvania, Tuesday 
evening, Oct. 22, in the main ballroom of 
the William Penn Hotel in Pittsburgh. 

Following a roast turkey dinner, with 
all “the trimmin’s,” Paul S. Hardy, 
president of the Hardy and Hayes Co., 
chairman of the committee on arrange- 
ments, spoke a few brief words of wel- 
come and introduced Leonard D. Helfer, 
association president, who thanked the 
jewelers for their splendid’ attendance 
and co-operation. Later, President Hel- 
fer was presented with an _ honorary 
police badge by the city, and a desk set 
by the association. The latter presenta- 
tion was made by Bill Kappel. A presen- 
tation of a pen and pencil set was made 
to Herman M. Hollander, legal adviser 
of the association. Dancing and a floor- 
show followed under the direction of 
Joey Simms and his orchestra. 

In addition to Mr. Hardy, the com- 
mittee on arrangements _ included 
Harry M. Lasday, associate chairman, 
Schmidt’s, Braddock; William J. Kappel, 
Sr.; John C. Grau, Carl Cuda, L. A. Sil- 
berman, Henry Wilkens Co.; John Keat- 
ing, Grogan Co.; Herbert J. Terheyden, 
Raymond Ripper, Kappel’s; M. Kramer, 
Philip J. Sommer, Herman Eger, Ali- 
quippa; Harry C. Wright, Greensburg; 
R. O. Crawford, Butler; Herman J. 
Crown, New Kensington; Jack Gerson, 
New Castle; B. Kirschbaum, Duquesne, 
and S. Goodman, McKeesport. 





60 Exhibit Space Reservations 
For N.W.J.A. Mid-west Market 
Registration for exhibit space at the 
third Mid-West Market Week of the 
National Wholesale Jewelers Associa- 
tion, to be held January 3 to 7, at the 
Hotel Sherman, Chicago, are running 
ahead of the same date a year ago, re- 
ports George A. Fernley, secretary. 
Space reservations numbered 60 late last 
month. 
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First Philadelphia R.J.A. Banquet 
Attended By 400; Counsel Engaged 


Approximately 400 members and 
friends of the organization celebrated the 
first anniversary of the Philadelphia 
RJA at a formal dinner dance in the 
main ballroom of the Ritz-Carlton Hotel, 
Oct. 17. 

Guests were entertained during and 
after dinner by music by the Mayfair 
Men’s Orchestra, by nearly a dozen floor 
show acts, and by the awarding of some 
50 prizes donated by jewelry manufac- 
turers for the occasion. 

The association, which has just ob- 
tained court permission to change its 
name to the more descriptive one of Re- 
tail Jewelers’ Association of Philadelphia 
and Eastern Pennsylvania, was organ- 
ized last year to wage war on wholesale 
retail practices. 

Myer B. Barr was general chairman of 
the party, which generally was voted one 
of the most successful jewelers’ events 
to be held in Philadelphia in recent years. 
Jewelers present included prominent 
Philadelphia retailers, association mem- 
bers from nearby cities and representa- 
tives of Philadelphia wholesale houses 
and of manufacturers. 

Assisting Mr. Barr in arrangements 
were Phillip Kind, Jr., vice-chairman; 
George A. Lyons, entertainment chair- 
man; Henry Herbst, ticket chairman, 
and Jack K. Green, assistant; Richard 
Simon, program chairman, and Milton 
Smith, assistant, and A. Lester Sauter, 
treasurer. 

President of the association is Ralph 
Huberman. 





Imports During August 


Article Number Value 
Watches and watch 

movements .......... 338,639 $989,136 
NESE DATE ccvcccvevs cocves 101,335 
‘Clock and clock move- 

Re eee tee 337 5,226 
Diamonds— 

Rough, uncut ....... 5,360 213,825 

i er ee 5,356 527,727 
Pearls— 

ee Qe ere ae ee 12,888 

Cultured or cultivated ...... 46,950 
Othe precious and semi- 

precious stones— 
EL EE sc actreg es se eeu 1,046 
ee, DE Se escevavece “eveens 122,562 
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REMODELINGS AND REMOVALS 








Name and Address 
Jay E. Cheney, 437 4th St., Santa Rosa, Cal.. 
Nelson A. Childs, Pocahontas, Ark 
BE. W. sale & Son, 9 N. Broad St., 


Ridge- 


WAY, PA. wn rrr ecereeeseererereessuercecs 
Dobbs’ p+ ee Co., 130 E. Trade St., Char- 
ES a Arr rrr ror 


Donohue Jeweler, 207 Walnut, Lawrenceburg, 

Dn .  neeee eek as ceeeneeensveehhs eee was 
Duval Jewelry Co., 

CIORID, DIG. oc cccesiecesterccrecsvesecececs 
H. Ray Edwards, New Castle, Ind........... 
Clarence Ww. gg 703 N. Washington St., 

Junction City, Bam. .occcecccsccvccvsscs 
a aed Jonelere, 566 Cherry St., Macon, 


store), 


Gmelich & Schmidt Jewelry Co., Boonville, Mo. 


E. H. Goulding’s Sons Co., Alton, 
ag ony Jewelry Co., 


Ce 


Ga 
H. W. Hartung & Son, Grass Valley, Cal.. 


- Modernizing 


Magnolia & Broadway, 


Vincennes, 


1019 Broadway, Colum- 


Owner or 

Manager 
J. E. Cheney 
Nelson A. Childs 


Feature 
Modernizing 
New location 
Irving Wender, mgr. 


Ww. 


- Enlarged 
New location E. Donohue 


Malory A. Jones, mer. 
H. R. Edwards 


Cc. W. 


New location 
Moving 


New location Flower 


To renovate 


I —- jewelry sec- 
tion Ross D. Mullin, mer. 

Modernized 

New store 


Howard Co., Jewelers, Inc., 127 Broad St., 
NO OE Ere re eer re 
Howard Co., Jewelers, Inc., 847 Broad St., 


Newark, N. J. 
—_ Jagielky, 1603 Walnut St., 


ce eccesccveves Phiiadeiph ‘ a 


Charles H. Johnson, 107 2nd Ave., Puyallup, 


PE acu lGia wha’h: Oia aril ec hieis eck Shale A ate te. aaa eo 
Kruckemeyer & Cohn, $21 Main St., Evans- 
iS Src er er era 
Max’s Jewelry Co., 10000 Jos. Campau Ave., 
Hamtramck, Mich. Ree ee ee er 


May Bros. Jewelry Co., Clovis, N. M......... 
Aug. Meyer & Sons, Grand Island, Neb....... 
Meyer Gordon, Inc., 116 Mamaroneck Ave., 

White Plains, N. Y. ...... 
S. A. Meyer Co., 64 W. Chestnut St., 

SS Sr ere rere rere eee 
Midget Jewelry Co., 129A Cabot St., 

MSs. aiticas ol al 6.'h wm ak aes or eek Owe tak ara ae weak ew 
Morrey’s, 114 N. High St., Columbus, O....... 
Mosiman’s Jewelry Store, Bluffton, Ind....... 
Jacob M. Paul, 3310 Eastern Ave., Baltimore, 


MEME jdidiecs gibt See cme aa Uradale ae a awa oka 
Henry P. Reeney, 65 Central St., Lowell, 
MEE, VEE Teck aanceee wea darken ew kiekweene 
Regero & Regero, 370 2nd St., Macon, Ga.... 


Ringold’s Credit Jewelers, 
Ave., Philadelphia 
Rogers Jewelry, 216 Water St.. 
Royal Jewelers, 69 Broadway, Fargo, N. D... 
——. Jeweler, 910 Broad St., 
NRA Re ree 
Shaw-Rogers Co., 113 S. Main St., 
Starr Jewelry Co., 


Akron, 0.. 
3639 Germantown 


eee eee eee serene 


Modernized Dave Kulbersh 
. Enlarging 

Enlarged Archie Linder 
Enlarged Archie Linder 
New location L. Jagielky 


Doubled space Cc. H. Johnson 


New location Max Rosenbaum 
New front 


Modernized 
Meyer Gordon 


S. A. 


New location 


Wash- 


New front Meyer 
Modernized 
Modernized 
New front 


Beverly, 


Leonard Tetreault 


Modernized J. M. Paul 


New location H. P. Reeney 


- Modernized 
4308 Germantown 


Augusta, Me.. 


Modernizing 


Augusta, 


Ave., 


Philadelphia, Pa. eer Cre ee ee 
Brewster B. Stearns, 30 W. High St., Car- 
MS a Wee baat Agee awe cae ees ae 
Adolph G. Straleau, Main & Church Sts., 


Great Barrington, Mass. 


ee 


E. Wagner & Son, 4005 Hamilton Ave., Ct 


cinnati, O. 
M. Wall, Elkin, N. C. 
Gordon W. Way, 108 Main St., Batavia, N. Y.. 
> Zook, 50 N. Queen St., Lancaster, 
MG kiss aie qwrpw sre irerbie wieiel bal ulate ea ae eee 


New location David Gilmore, mgr. 

- Modernized J. G. Neima 

New front H. Schmerling 

. Modernized 

New location John J. Krastell 
Yew location B. B. Stearns 

New location A. G. Straleau 


ew location 


New location W. M. Wall 
New location Gordon M. Way 
. Modernized S. Kurtz Zook 





Correctness in Detail 
Sought in Patriotic Jewelry 


An interesting development in the field 
of patriotic jewelry is the growing insis- 
tence of the buying public on items that 
are correct in detail. 

A piece of costume jewelry featuring 
the American flag with 11, 12 or 14 bars, 
instead of the correct 13, or one with the 
wrong number of red and white stripes 
naturally wasn’t a result of ignorance 
on the part of the manufacturer as to 
the proper design of the flag. Every 
manufacturer knows that the American 
flag contains 48 stars and if he uses 50 
or 40 he is doing so for a reason. 

In designing his flag he might have 
encountered a problem in fitting the 
correct number of stripes into a piece 
which must be of a given size or he 
might be trying to adapt the flag to some 
particular type of tool or die or other 
equipment which he already has on hand. 
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Similarly, a flag with 40 stars might 
reflect the fact that the manufacturer, 
using stones as stars, is trying to reduce 
the cost of the article through the use 
of less stones or that he has stones of 
a certain size which will not allow the 
use of forty-eight in a given size piece 
of jewelry. 

Some manufacturers feel that the 
question of whether the flag is properly 
designed is unimportant in that the 
wearer is simply expressing a sentiment 
or an ideal. Others hold that since the 
wearer is expressing an ideal, the sym- 
bol of such an expression should be per- 
fect. Where stones are an important 
part of the cost of such merchandise the 
buyer will make such concessions as pur- 
chasing a flag piece featuring thirteen 
stars and thirteen stripes because it em- 
bodies the spirit of the thirteen original 
colonies. Whatever the manufacturers’ 
feelings in the matter the buying public 
is said to be critical and the manufactur- 
ers are taking the cue. 
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Cash in on this 
Quick - Selling 
XMAS ITEM 


KARVIT 


Roast Tongs 











Highly _pol- 
ished chrome 
or quad- 
ruple silver 
plate 


NATIONALLY ADVERTISED 
in Ladies Home Journal 
and Good Housekeeping 


Attractive display stand with blue 
mirror background furnished 
FREE. 


ORDER TODAY 
PROMPT DELIVERY 


Chrome... per doz. 12.00 
retails for 1.75 
Quadruple silver plate 
per doz. 24.00 
retails for 3.50 
Terms: 2% 10 days, f.o.b. Cinti 


SALESMEN: WRITE US FOR 
TERRITORY 






Karvit Division 


QUEEN CITY BUCKLE MFG. CO. 


CINCINNATI, O. 


























MARCASITE JEWELRY 
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Sterling Silver Marcasite Watch 

Case Pendants in six different styles 

made for 834 Line Movements. 

We do not supply movements. 
TRADE KD) marx 


Write for Illustrated Catalog 


KIMLER & DANIEL, INC. 
83 Canal St. New York 




















HER HEALTH 
15 IN YOUR HANDS 


— this child reaches matur- 
ity, Tuberculosis may be erad- 
icated from the United States. 
But remember, she is growing up 
in a world where Tuberculosis still 
causes more fatalities between the 
ages of 15 and 19 than any other 
disease! 

By buying and using Christmas 
Seals you will enable your Local 
Tuberculosis Association to con- 
tinue a year-round fight that has 
helped to reduce the death rate 
from Tuberculosis by 75°, during 
the last 33 years! 

So protect this child—and every 
child in your community. 





BUY 


CHRISTMAS 
ae SEALS 
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THE RETAIL JEWELRY SALES MAP FOR OCT. |, 1940 
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THe accompanying map shows in percentages how independent jewelry store sales during 

September, 1940, compared with business done in September, 1939. On the basis of reports 
from 824 stores in 34 states, the amount of business done in September, 1940, was 5.7 per cent 
greater than that of September, 1939, although it declined 4.3 per cent from the level of the 


preceding month, August, 1940. 


Cumulative sales by 786 jewelry stores during the first three-quarters of 1940 soared 11.8 per cent 
above the business volume during the corresponding period of 1939, and this gain was well distributed 
throughout the nation. Jewelers in five New England states averaged |!.8 per cent better business 
than last year during this period; Pennsylvania jewelers' sales rose 13.9 per cent; the East North Central 
area reported 13.4 per cent larger jewelry volume; the Mountain states’ jewelry sales were up 7.8 
per cent, and jewelry stores' sales in the Pacific area were I|.9 per cent greater. 

Nine-month results for 1940, compared with 1939, are shown for jewelers in the following cities: Chicago, 
plus 14.1 per cent; Los Angeles, minus |.2 per cent; Portland, Ore., plus 16.3 per cent; San Francisco, 
plus 2.8 per cent and Seattle, plus 19.6 per cent. 

South Carolina jewelers led the sales parade in September, among the 19 states for which gains or 
losses from the same month of the previous year are shown on the map. The increase in South Carolina 


amounted to 37.1 per cent. 
10 and 20 per cent. 


Gains in Michigan, Wisconsin, Texas, Indiana and lowa averaged between 


September jewelry sales, compared with the same month of 1939, are shown for the following cities: 
Chicago, plus 13.4 per cent; Los Angeles, minus 5.5 per cent; Portland, Ore., plus 8.6 per cent; San 
Francisco, plus 3.7 per cent, and Seattle, plus 2 per cent. 

This summary is based on data gathered by the Current Statistical Service (E. J. Engquist, chief), 


of the Bureau of the Census. 


































































































a fe el a ee _ 
RETAIL JEWELRY SALES j 400 
Month by Month for Past Three Years j ; 
Taking January, 1938, as 100: ii 
Sales for September, 1940, were 135.0 i! 
Sales for September, 1939, were 127.9 fi 500 
Sales for September, 1938, were 105.0 HA 
Sales for August, 1940, were 140.8 i 
fi 200 
1940, /1939| FF 
ip mee On ra eee eee 
= 2—11938 | SS oon nena nn 100 
oO 
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WHOLESALE JEWELERS’ SALES, INVENTORIES AND CREDITS, SEPTEMBER, 1940 


Accounts Receivable 








Sales End of Month Inventories 
% change change Collection Percentages % change 

No. of Sept. 1940 from Ne.of Sept. 1940 from No. of Sept. 1940 from 

firmsre- Sept. Aug. firmsre- Sept. Aug. firmsre- Sept. Sept. Aug. Sept. ug. 

porting 1939 1940 porting 1939 1940 porting 1940 1989 1940 1989 1940 

| ere 47 —0.5 +54.5 27 +56 +4.7 38 20 20 21 +23.9 +12.7 
Middle Atlantic 14 —16.7 +94.9 9 +13.1 +2.3 10 27 23 25 +12.3 +12.3 
East North Central.. 15 + 5.7 +37.4 7 —4.6 +5.7 13 21 22 23 +27.9 +12.6 
West North Central... 7 — 1.9 +41.7 § +1.3 +4.1 6 33 35 34 +14.1 +19.9 
South Atlantic...... 4 +6.3 +58.4 yaaa Saeeke. Cash. aio 6s, See. sunwhna -aeeets 
WES asccisiecs.. 5 +12.1 +49.7 . ee “as ear!) ee ee Rea Socene 
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4 The Marvin Watch Co. has moved 
from 507 5th Ave. to the 11th floor at 
1 W. 47th St. 

q Hoke, Inc., manufacturers of the Hoke 
Oxy-gas torches, have moved to larger 
quarters at 585 Eagle Ave., Bronx. 

* H. A. Groen & Bro., Inc., and Walter 
& Co., after about 45 years in the New 
York downtown district, have taken of- 
fices at 551 5th Ave., which were to be 
occupied about Nov. 1. 

q The engagement of Max Reiman, who 
is associated with his father, S. Reiman, 
in the manufacture of mountings, at 64 
W. 48th St., as general manager, has 
been announced to Miss Shirley Hoch. 

q Herbert L. Oberman, with offices at 48 
W. 48th St., has opened a new factory 
which will specialize in the manufacture 
of the newest style watch bracelets and 
ruby cocktail rings in karat golds and 
in special order work. 

The various metropolitan retail out- 
lets of the Royal Diamond and Watch 
Co., Inc., last month were celebrating 
the 45th anniversary of the founding of 
the original business in Maiden Lane. 
It pioneered in installment selling. 

q Dr. Harry Hess, professor of minerol- 
ogy at Princeton University, was the 
speaker at the first fall meeting of the 
New Jersey Guild, A.G.S., held Oct. 18, 
at Wiss Sons, Inc., Newark. Identifica- 
tion of rare stones was discussed. Jean 
R. Tack, Newark jeweler, heads _ the 
group. 

q A. W. Lewin Co., Inc., advertising 
agents, whose jewelry accounts include 
Krementz, Jacoby-Bender, Forstner 
Chain, Jabel Ring, Girard-Perregaux, 
Harvel Watch, and Shiman Manufactur- 
ing Co., on Oct. 18 formally opened its 
new offices on the 29th floor at 11 Com- 
merce St., Newark. 

q The machinery and tools of the Wm. 
H. Rothe Co. have been bought by Jacob 
Karlan, president of Karlan & Bleicher, 
Inc., 188 W. 4th St. He will continue 
the Rothe line of rings and ring findings 
in improved quality and service. The 
line will be sold through the Karbly Mfg. 
Co., 473 Washington St., Newark, for 
which firm Samuel Anshen, formerly 
with the Rothe company, will be sales 
representative. 

q Pratt & Brake Corp., 501 Fifth Ave., 
which during the last 20 years has ex- 
ported industrial equipment to Brazil 
and has imported tropical woods and 
fibres from that country, last month an- 
nounced that it is prepared to import 
tourmaline, topaz, amethyst, aquamarine 
and citrine in standard American ring 
sizes, mined and cut in Brazil. H. G. 
Brake is president of this firm, and H. 
P. Brake is secretary and treasurer. 

4 The date for the annual banquet of the 
Executive Board of Retail Jewelers As- 
sociations of Greater New York was set 
for Sunday evening, March 2, at a meet- 
ing of the board, last month.’ The affair 
will again be held in the Grand Ballroom 
of the Hotel Astor, where nearly 1,000 
gathered for the event last year. Phineas 
Peters, chairman of the board, will again 
be general chairman; M. J. Schwartz 
will be general secretary, and presidents 
of the various local associations will be 
sub-chairmen. A record attendance is 
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predicted for this season’s dinner-dance 
and floor show. 

q The response to the announcement of 
the opening of an uptown diamond and 
jewelry exchange, known as the Radio 
City Jewelers Center, Inc., at 52 W. 47th 
St., was almost immediate, all spaces 
being reported rented by Oct. 19, when 
the formal opening was held. It is in- 
teresting to note that 17 of the 38 avail- 
able locations were reported to be rented 
by refugees from Europe, a number of 
whom had substantial diamond trades in 
Berlin, Antwerp, Amsterdam, Paris, 
Brussels, where they were known to 
American diamond men who traveled 
abroad. In addition to small booths which 
cover the ground floor there are five of- 
fices on the second floor each of which 
has natural daylight. 

q Eddie Cantor has been announced as 
the speaker for the sixth annual dinner 
of the Jewelry and Allied Trades Divi- 
sion of the Federation, according to 
Aaron Sverdlik, of Robinson & Sverdlik, 
chairman of the sponsoring committee. 
The affair will be held Thursday, Nov. 
14, at 6:30 p. m., at the Essex House, 
160 Central Park South. This gives 
promise of being the outstanding dinner 
yet held by the industry to further the 
work of 116 hospitals, orphanages and 
other welfare institutions affiliated with 
The Federation for the Support of Jew- 
ish Philanthropic Societies of New York 
City-and the Brooklyn Federation of 
Jewish Charities. Officers of the sponsor- 
ing committee, besides Mr. Sverdlik, in- 
clude: Alexander E. Arnstein, Benja- 
min Eichberg, Harry D. Henshel, Benja- 
min Lazrus, Isidore Lipschutz and Ben- 
jamin Weill, co-chairman. Vice-Chair- 
men are: Diamonds, AJexander M. Arn- 
stein; watches, Morris Guilden and Nor- 
man M. Morris; platinum, diamond 











jewelry, Oscar Heyman; jobbers, Law- | 


rence B. Malawista; 


manufacturing | 
jewelers, Charles Barnett,. William B. | 


Ogush, Jacob H. Schaeffer, David Scha- 


piro; and gem dealers, 


pearl 


Julius | 


Kaufman; rough diamonds, Stephen W. | 
Hofman and H. J. Lamon; attachment 
manufacturers, Tobias Stern; retailers. 


I.eo Kobrin and Bernard Robinson; case | 
manufacturers, Jack Podel; smelters and | 


refiners, Sigmund Cohn; and silverware, 
Harry Cohen. 


Maiden Lane Historical Society 


Holds Annual Dinner at the Warwick | 


More than 100 members of the Maiden 
J.ane Historical Society met at the Hotel 
Warwick, New York, Tuesday, Oct. 22, 
for the annual dinner and meeting. Good 
fellowship rather than serious business 
was the order of the evening, all speech- 
making being omitted, and the reports 
of President Alpheus L. Brown and Sec- 
retary Edwin H. Dean, brief and to the 
point. The one serious note of the affair 
was when those in attendance stood for 


a moment in solemn silence in memory | 
of members who had passed away since | 


the last annual affair. 

Following an informal reception, ac- 
companied by cocktails and canapes, the 
customary beefsteak dinner was served 
and an enjoyable floor show of varied 
entertainment followed. 
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Contracts @ Receipt Books, etc. 
Samples Sent FREE 


S. J. SURNAMER C0.—370-7th Ave., N.Y. 








BEAD SPECIALIST 
All Kinds of Genuine Stone Bead Necklaces 
Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung. 


DOUBRAVA CO. 


12 John St., New York City 








SIMONS BROS. CO. 
THIMBLES 


269 So. 9th ST. 





PHILADELPHIA 








Grarr, WasHsBourne & Dunn 
FINE SILVERSMITHS 


SPECIAL ORDERS 
SOLICITED 

142 WEST 14th STREET 
NEW YORK 











“ORIENTA” 
CULTURED PEARLS 
of QUALITY 








RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 


Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 

















ENCRUSTERS 


STONE RINGS ENGRAVED 


@ CRESTS @ DRILLERS 
@ COATS-OF-ARMS @ GEM CUTTERS 


@ SCHOOL & FRATERNAL EMBLEMS 


Estimates furnished without 
obligation 


BRAUNFELD & MEHLMAN 
108 Fulton St. — New York,-N: Y. 














Jewelry Repairers’ Handbook 
by J. G. Keplinger 
Price $].25 — Postage Paid 


The Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York City 




















5,000,000 


ROYAL 
MARCASSITES 


Sizes 1 to 12 
BUY NOW and SAVE MONEY 





CULTURED PEARL NECKLACES 
FRIEDMAN GEM CO., Inc. 


71 Nassau St., New York 














Antique Jewelry 


( Reproductions ) 
Beautifully designed in 
Gold, with colored stone 


centers, surrounded by dia- 
monds; with enameling. 
Send for quotations 


JOSEPH A. RICH 
Mfrs. of Plat. & Gold Jewelry 
62 W. 47th ST. 
NEW YORK, N. Y. 


“JADE” 
“The Gem Of Ages”’ 


_We carry a complete line of Jade in 
various sizes and shapes. Should you 
have difficulty in obtaining the Jade 
you desire, please write us as we can 
fill your every requirement. 


CHINESE GEMS CO, 


New York 











20 West 47th St. 








OMEGA 


THE WATCH OF WORLD 
PRECISION RECORD 


DISTRIBUTORS 
NORMAN M. MORRIS 
WATCH CORP. 
608 Fifth Ave. New York 











nen aresetere * 
EXPERT HAIRSPRING VIBRATING 


Of all Precision, Normal, Abnormal, 
Flat, Breguet and non-magnetic Hair- 
springs 24 Hour Service 

A trial order will convince you of our 
Quality work. 


UPTOWN HAIRSPRING SERVICE 
10 W. 47th St. New York, N. Y. 











PATENT YOUR IDEAS 


send a Sketch or Model 
of your invention for 






= Or records searched 
for “ANY Invention or Trade Mark 














BRONZE SIGNS—LETTERS 
TO MODERNIZE YOUR STORE 


Write for Catalogues and 
helpful FREE DRAWINGS 


U. S. BRONZE SIGN CO., 
574 BROADWAY «+ 


INC. 
NEW YORK ciTt 








Col. Charles J. Dieges, 75, Feted 
On Anniversary at Two Dinners 


Adulation was plentiful for Col. 
Charles J. Dieges, manufacturing jew- 
eler of New York, last month, when he 
marked his 75th anniversary. He was 
tendered a surprise dinner by 35 of his 
employees who have been associated with 
the firm of Dieges & Clust for five 
years or more, on Oct. 19, at the Hotel 
Astor. He was presented with a special 
Hamilton watch. At the same time 
service awards were made to the veteran 
employees. 

At the second affair, held on his birth- 
day, Saturday, Oct. 26, he was feted 
by about 400 of his athletic, military, 
business and personal friends at a testi- 


Col. C. J. Dieges, 75, 
but going strong 





monial dinner, held at the Downtown 
A. C., under the auspices of the Metro- 
politan Association of the A.A.U. On 
this occasion he was presented with a 
handsome silver tea service. 

In 1898 through his athletic activities 
in the Y.M.C.A., he met Prosper Clust, 
and with only $1,000, mostly borrowed, 
they formed a partnership to manufac- 
ture athletic awards, school and fra- 
ternal jewelry. Today the firm is one 
of the outstanding firms in this field. 
Mr. Dieges sexved his apprenticeship 
as a designer with a Newark jeweler 
and silversmith. 

His vigorous health at the age of 75 
is largely due to athletics, in which he 
is still greatly interested. He is fond 
of dancing and walks five miles every 
day. After his retirement from active 
participation in sports he became very 
active as a timer and organized the New 
York Timer Club. He has timed prac- 
tically all of the outstanding athletic 
events in greater New York as well as 
many throughout the country. He at- 
tended six Olympiads, at each of which 
he was the American timing representa- 
tive. He is still chief timer at many 
athletic events. 

He enlisted in the New York National 
Guard in 1904, advanced to the rank of 
captain and in 1916 was ordered to the 
Mexican border. Later, though over 50 
at the time, he was sent overseas on 
active duty during the World War. On 
his return from France, at the end of 
25 years of military service, he was 
attached to the Adjutant General’s office 
of the New York National Guard, with 
the rank of lieutenant colonel. He be- 
longs to numerous military, athletic, fra- 
ternal and social organizations. Col. 
Dieges resides with his wife and two 
children in Jamaica, L. I., N. Y. His 
oldest son, Robert, lives at Providence, 
where he has charge of the manufactur- 
ing plant of Dieges and Clust. 
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Southern California Jewelers 
Mingle on the Greens 


The Southern California Jewelers Golf 
Association, composed of retailers, 
wholesalers, jobbers and manufacturers, 
which has been in existence for some 16 
years, holding several tournaments a 
year, held another successful one, at the 
Brentwood Golf Club in Los Angeles, 
Oct. 17. Some 75 members took part, 
and 125 attended the night dinner and 





One of the foursomes: C. 
Park, past president of the California ee) 
Bryon Houck, Hersey Co.; Arthur P. Care, E. W. 
Reynolds Co., Los Angeles; and George R. Finley, 


L. Runyon, Huntington 


Compton, president of the California R.J.A. 


stag. ‘The latter was ably presided over 
by James A. Apffel in the customary 
genial Apffel manner. 

Winning golfers were: Ist low gross, 
18 holes, for the A. L. Heiller & Son 
Perpetual Trophy, Guy Hanson; 2nd 
low gross, Byron Houck; 3rd low gross, 
J. Oliphant; Ist low net, Bartley Doyle 
Perpetual ‘Trophy, Harry Prezant; 2nd 
low net, Irwin Levis; 3rd low net, Frank 
Stark. 

Several Eastern traveling men who 
attended were Nelson McCormick, Plain- 


ville Stock Co.; Al Gildberger, Star 
Ring Co. and Nate Blanc, Speidel 
Corp. 


William Stromber, Hollywood Blvd. 
retail jeweler, is president of the associ- 
ation, while D. Stromberg, of E. Bast- 
heim Co., is the secretary. 





Directors of the Ohio R.J.A. were en- 
tertained at the home of James H. Ay]l- 
ward, Bucyrus, O., following a dinner 
meeting, Sunday, Oct. 6. Plans for fu- 
ture activities, including a convention 
next Spring, were discussed. Members 
present were: Henry Von Unruh, presi- 
dent of ANRJA; Bruce McCague, James 
Aylward, H. E. Hawk, Raymond Hay 
and H. N. Beattie. 














WATCHMAKERS 


THE THING YOU NEED MOST 
ARE HIGH GRADE MAIN- 
SPRINGS THAT DO NOT 
SET 


ANDSTEEL 


— 0UAtI TY 





CROSSCURVED MAIN SPRINGS 


ARE GOOD FOR NOT ONLY 
ONE BUT MANY YEARS 
PERFECT SERVICE 
Patented — Made in U.S.A. by 


WATCH-MOTOR 
MAINSPRING CO. INC. 
145 Hudson St. New York, N. Y. 
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Manufacturing Trade Study 
Being Made Preliminary 
To Fixing of Minimum Wage 


The Labor Department’s wage-hour 
division has appointed a 15-man commit- 
tee to study the jewelry manufacturing 
industry, preliminary to recommending a 
minimum wage in accordance with the 
provisions of the Fair Labor Standards 
Act. Chairman is Clyde O. Fisher, Mid- 
dletown, Conn., economics and_ social 
science professor of Wesleyan Univer- 
sity. 

Representatives of the industry in- 
clude Charles John Simeon, works man- 
ager, Ostby & Barton Co., Providence, 
R. I.; Sturgis C. Rice, president, Whiting 
& Davis, Plainville, Mass.; Rawson L. 
Wood, J. R. Wood & Sons, New York; 
August Kappel, Fallon & Kappel, Inc., 
New York; and Leo F. Krussman, Tri- 
fari, Krussman & Fishel, Inc., New York. 

The industry has been defined by Col. 
Philip B. Fleming wage-hour administra- 
tor, as follows: 


“(a) The manufacturing, processing or 
assembling, wholly or partially from any 
material, of jewelry, commonly or com- 
mercially so known. Jewelry as used 
herein includes, without limitation, relig- 
ious, school, college, and fraternal insig- 
nia; articles of ornament or adornment 
designed to be worn on apparel or car- 
ried on or about the person, including, 
without limitation, metal mesh bags and 
metal watch bracelets; and chain, mesh, 
and parts for use in the manufacture of 
any of the articles included in this defi- 
nition. Jewelry as used herein does not 
include cigar and cigarette cases, holders, 
and lighters, pocket knives, cigar cutters, 
badges, emblems, military and naval in- 
signia, belt buckles, and handbag and 
pocketbook frames and clasps, except 
when made from or embellished with pre- 
cious metals, or precious, semi-precious, 
synthetic, or imitation stones ; commercial 
compacts and vanity cases; watch cases; 
and the assaying, refining, and smelting 
of base or precious metals. 

“The term ‘parts’ as used in the fore- 
going paragraph does not include parts 
which are used predominantly for prod- 
ucts other than jewelry, such as springs, 
blades, and nail files. The term ‘com- 
mercial compacts and vanity cases’ as 
used means compacts and vanity cases 
which bear the trade name or mark of a 
cosmetic manufacturer and are made for 
the purpose of distributing and advertis- 
ing said cosmetic. 

“(b) The manufacturing, cutting, pol- 
ishing, encrusting, engraving, and setting 
of precious, semi-precious, synthetic, and 
imitation stones. 

“(c) The manufacturing, drilling, and 
stringing of pearls, imitation pearls, and 
beads designed for use in the manufac- 
ture of jewelry.” 


The definition, it was explained, covers 
all occupations in the industry which are 
necessary to the production of articles 
in the definition, including clerical, main- 
tenance, shipping and selling occupa- 
tions. The definition excludes employees 
of independent wholesalers or employees 
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REVISED 
PRICE LIST 






A FINER GRADE OF WORK WITH MODERN METHODS 


ROYAL DIAL & REFINISHING CO. 


116 NASSAU ST. 
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| of a manufacturer, assembler, or proces- 


sor who are engaged exclusively in mar- 
keting and distributing products of the 
industry which have been purchased for 
resale. 

Other members of the committee are: 

For the public: George Hurley, for- 
mer chairman of the Rhode Island Mini- 
mum Wage Board for the Jewelry In- 
dustry, Providence, R. I.; La Rue 
Brown, former chairman of the Massa- 
chusetts Minimum Wage Commission, 
Boston; William J. Mack, New York 


attorney; Frank Kingdon, former presi- | 


dent of Newark University, West Orange, 
N. J. 

For the employees: Leon Williams, 
general president, International Jewelry 
Workers’ Union, AFL, Bronx, New 
York; Samuel E. Beardsley, general 
secretary-treasurer, International Jewel- 
ry Workers’ Union, AFL, New York; 
A. J. Gaul, first vice-president, Interna- 
tional Jewelry Workers’ Union, AFL, 
Chicago; Anthony J. Sabella, manager, 
Novelty Jewelry Workers’ Local No. 12 
of New York, Playthings and Novelty 
Workers of America, CIO, New York; 
Sam Sandberg, member, General Execu- 
tive Board, Playthings and Novelty 
al of America, CIO, Providence, 


HOROLOGISTS TO DINE FEB. 22 

The annual dinner-dance of the Horo- 
logical Society of New York will be held 
on Washington’s Birthday, Feb. 22, at 
the Coconut Grove of the Park Central 
Hotel. A real value in food and enter- 
tainment is promised for the $3 ticket. 
Another activity of the season, announced 
and discussed at the October meeting, 
was the annual convention of the New 
York Watchmaker’s Association, to which 
the local society will play host, sometime 
late in April. J. L. Roehrich, president 
of the state group, is in charge of ar- 
rangements. Certification of members 
by the society, was again discussed at 
length, with J. L. Gruener, recording 
secretary, expounding the benefits to be 
derived from such a course of action. 
President Andrew Park appointed the 
following to a Technical committee which 
will institute a program of technical ad- 
vancement, intended primarily for the 
younger members: Mr. Lane, I. Lemer, 
Mr. Haschka, C. K. Johns, W. Bruhwiler 
and Mr. Lindig. A. Frey, chief librarian, 
urged members to avail themselves of 
the society’s library, which is one of the 
most extensive on horologieal. subjects 
to be found anywhere, containing books 
in French and German as well as Eng- 
lish. H. B. Fried, corresponding secre- 
tary, announced that W. H. Samelius, 
an honorary member, has promised to 
attend an early meeting and deliver an 
address. Members, last month, after a 
dinner at the Swiss Pavillion at the 
World’s Fair, were personally conducted 
on an inspection tour of the watch gallery 
by Mr. Roehrich, who is curator. 


Horologists Entertain Solon 


Representative Will Nelson was a guest 
of honor at a dinner meeting of the 
Southwestern Minnesota Watchmakers 
Guild, Oct. 12, at Tracy, Minn. After 
several members explained the benefits 
to the public of a state watchmaker ii- 
censing law, Mr. Nelson gave his assur- 
ance that he would give his full coopera- 
tion in this matter at the next session of 
the legislature. 


115 








GOLD 
and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 
Removing of Engravings 


WM. HERTEL & CO., Ine. 
Silversmiths & Platers 
17 W. 45th St. 
New York City 


**22 years at the same 
address” 





(Before) 
(After ) 














FRANK KAUFFMANN 


1485 Third Ave., New York, N. Y. 


of world-famous hand-carved 


CUCKOO-CLOCKS 


AND PARTS; ALSO MOVEMENTS 


IMPORTER 


FOR GRANDFATHER CLOCKS 
Ask for latest price list. 











Hand Sculptured 
Wedding Rings 
Deeply-chased, hand-pierced. 
and richly finished 
Wedding Ring Division 
SHERMAN & CO. 


PRECIOUS METALS 
155 Canal St. New York 





“The Mail Order House” 


WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
WRITE FOR CATALOG C 


DEAN COMPANY 











87 NASSAU ST., NEW YORK, N. Y. 
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MAX GROSS & CO. 
CERTIFIED PUBLIC ACCOUNTANTS 


New York, N. Y. 
ISIDORE RUBIN, C.P.A. 


17 John St. 
MAX GROSS, C.P.A. 











WATCH REPAIRING for the TRADE 
Specializing in 
Chronographs—Repeaters—Timers 
Write for Price List 


Exchange Watch Repair Co. 








155 Canal St. Room13 New York. N. Y. 














| 

JUST OFF PRESS! | 

Our 1940-1941 Catalog | | 

FEATURING | 

Swiss and American | 

Genuine Watch Materials 

_ Watch Cases—Watch Bracelets 

| Watch Straps-—Filmore Watches 
SEND FOR YOUR COPY 


CENTRAL WATCH MATERIALS 
& SUPPLY CO., INC. 


134 .S.. 8th St. Philadelphia, Pa. 





ee 


ORDER YOUR 
TELECHRON and REVERE 
. Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES, ETC. 
REPAIR DEPT. SUPPLIES 


From authorized Distributors 
JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


(Satisfactory service for 46 years) 
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KLGIN & BELMAR 


eee WATCHES 


LOUIS SICKLES 
Philadelphia, Pa. 


‘Wholesale Distributorstothe Trade” 


1015 Chestnut St, 








Z'IRNKILTON 


CREATORS OF ARTISTIC 
HAND MADE 
IRIDIUM PLATINUM MOUNTINGS 


F. X. ZIRNKILTON  2/4,8.!27H 87; 


PHILADELPHIA 














BYARD F. BROGAN 


Manufacturer of Distinctive Diamond 


Mountings and Wedding Rings 
805 Sansom Street « . Philadelphia 














== DIAMONDS spe Al 9} 
Elgin—-Hamilton—Waltham Watches 
Seth Thomas—Westclox 
Waltham Clocks 


Serving the Trade Since 1857 
906 Chestnut Street, Philadelphia 














PHILADELPHIA: 


J. Forney, of Dover, Del., visited 
 viladelphia wholesale houses Oct. 16. 
q Sol Schwartz, formerly of Williams’, 

735 Sansom St., has joined the staff of 
Jack Kilmer, Inc., 706 Sansom St. 

q Joseph B. Bechtel, wholesaler at 729 
Sansom St., recently visited New York 
and the World’s Fair. 

q A line of costume jewelry was added 
for the first time last month by Biefeld’s, 
135 S. 8th St. 

q John J. McDevitt, located in the Burd 
Bldg., 9th and Chestnut Sts., lectured 
the Germantown Women’s Club on 
diamonds, Oct. 8. 

q On his way to the Masonic Temple 
where he was to have been presented a 
gold button in recognition of his more 
than 50 years in the order, Benjamin 
Griscom, 77, a retired jeweler, was struck 
by an automobile Oct. 8. He suffered a 
broken leg. 

q Fred J. Cooper, of 113 S. 12th Street, 
was to begin his third series of lectures 
on jewelry at the Ridley Park High 
School, Oct. 25, speaking on “The Ro- 
mance of the Diamond.” He was also 
to give the same lecture before the Sorop- 
timist Club of Salem, N. J., and at the 
Frankford Congregational Church. 

q Wholesale jewelry sales in: Eastern and 
Central Pennsylvania, Southern New 
Jersey and Delaware for the first eight 
months of 1940 increased 25 per cent 
over those of last year, the Philadelphia 
Federal Reserve Bank reported last 
month. Sales in August jumped 43 per 
cent over July and 36 per cent over Au- 
gust, 1939, the bank added. 

q An exhibit of sterling silver by Samuel 
Kirk & Son and a demonstration of hand 
chasing was given in the store of S. Kind 
& Sons, Chestnut St. at ‘Broad, Oct. 4 to 
10. Special displays of sterling, includ- 
ing a formal dinner table, were placed 
about the sales floor. A number of his- 
torical pieces also were shown. A Kirk 
representative was at work on hollowware 
at a bench near the store entrance and 
chatted with customers about the methods 
used by his company in producing silver. 
q Fifty students are attending night 
classes in watehmaking held for men in 
the jewelry trade at the Edward Bok 
Vocational High School in South Phila- 
delphia. Inaugurated last year, the 
classes started off their second: season 
with more registrations than could be 
handled, according to Board of Educa- 
tion officials. Instructors are Leonard 
Spinner and George Baitzel, of the Horo- 
logical Guild of Philadelphia. The groups 
meet three nights a week for theoretical 
and practical instruction. 

q Philip Kind, secretary of S. Kind & 
Sans,, Broad St. at Chestnut, was honored 
for his 40 years of service to the. organi- 
zation at a surprise testimonial dinner 
given by store officers and employes, Oct. 
15, at the Hotel Adelphia. 

Mr. Kind was presented gifts by Oscar 
Kind, Sr., president of the firm, on behalf 
of the officers and by employes who have 
worked with him for many years. Others 
to whom gifts were given and tribute 
paid were Max Kanter, advertising man- 
ager, who has been with Kind’s for 25 
vears; Peter Devine, an employe for 25 
vears and Miss Mary Haas, an employe 
for 40 years. 

Oscar Kind, Jr., was toastmaster. 
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q Progress of moves to pass a state 
watchmakers’ licensing law in Pennsy]- 
vania is dependent upon the expansion 
of horological societies throughout the 
Commonwealth, Robert J. McConway, 
president of the Horological Guild of 
Philadelphia, said last month. Growth 
of the guild in Lancaster county was 
seen as an encouraging sign to watch- 
makers who hope to organize the entire 
state. Directors of the Philadelphia 
guild met Oct. 1 and decided to continue 
meetings at the Franklin Institute for 
another year. The board also drew up 
examination questions to be submitted to 
watchmaking classes at the Bok Vocea- 
tional High School and forwarded the 
list to the Board of Education for ap- 
proval. 


SANSOM STREET GROUPS MAY MERGE 
q Steps toward consolidation of the San- 
som Street Business Men’s Association 
and the four-year-old Sansom Street 
Young Men’s Business Association were 
taken at a.meeting of the elder organi- 
zation’s board of directors at Bookbind- 
er’s Restaurant, Oct. 15. 

Nine directors present approved ap- 
pointment of a joint young men’s and 
senior committee to consider a_ plan 
whereby members of the junior group 
would be accepted into.the parent asso- 
ciation at nominal fees -but without the 
right to vote until they become owners 
of businesses. 

The committees are: Senior men: Harry 
Leibowitz, chairman, President Samuel 
Lashof, William Pickens and John M. J. 
Costello; Juniors: Michael Orloff, presi- 
dent of the younger association, chair- 
man; Robert Shifren, Arnold Gordon and 
Armand Jacoby. A report expected to 
be favorable to the merger plan is to be 
presented to a general meeting of the 
elder association Nov. 14 or 16. 


L. & C. MAYERS SEEK DISMISSAL 

q Suit of the Philadelphia RJA against 
the L. & C. Mayers Co., Inc., of New 
York, under the Pennsylvania Fair Trade 
Act, was delayed last month when the 
defendant filed a petition for dismissal in 
Common Pleas Court. 

Counsel for the Mayers firm charged 
the state court had no ‘jurisdiction in the 
case. The court reserved decision on 
whether the litigation should be taken 
before a federal tribunal. 

Philadelphia RJA officers meanwhile 
asserted that the Mayers company was 
continuing to w ithhold circulation of its 
catalog in Pennsylvania until settlement. 








| 718 SANSOM ST. 


EMPIRE 
SMELTING & REFINING CO. 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


GCOLD—SILVER—PLATINUM 


PHILADELPHIA 











Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
- JEWELERS AND.. ENGRAVERS 


5. Broad and Somerset Streets 
‘PHILADELPHIA, PA. 
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PROVIDENCE 


Fire caused moderate damage at the 
electro-plating shop of J. F. O’Brien, 
rear of 226 Eddy St., Oct. 11. 
r| International Silverware Co., Meriden, 
Conn., has been awarded a U. S. Army 
contract for tableware worth $248,909. 

Levy-Anderson Co., manufacturers of 
gold-filled jewelry, have moved from 195 
Rhodes St. to improved quarters at 45 
Baker St. 

Amedeo Morvillo, treasurer of G. Mor- 
villo & Sons, Inc., 70 Ship St., pleaded 
not guilty to two charges of distributing 
homework without a license and was re- 
leased in $500 bail in each case. 

q Approximately 10,000 square feet of 
additional floor space was acquired by 
the Quaker Silver Co. as manufacturing 
activities were transferred to the former 
F. M. Whiting Co. plant in North Attle- 
boro. : 

q Archibald Silverman, prominent in 
local jewelry manufacturing circles and 
head of the firm of Silverman Bros., is 
serving as chairman of one of the local 
draft boards under the Selective Service 
program. 

q Lanpher & Schonfarber, Inc., have been 
appointed advertising counsel for the 
Robbins Co., Attleboro, and plans_in- 
clude featuring of many of the items in 
the company’s line of metal jewelry, 
trophies, novelties, badges and_ school 
and college jewelry. 


INDUSTRY PAYROLLS UP 14% 

q Payrolls in Rhode Island jewelry and 
silverware manufacturing establishments 
totaled $1,498,775 during the month of 
September, according to a report of the 
Federal Reserve Bank of Boston. The 
September figure represented a gain of 
13.8% from that in the preceding month 
and was 14.3% above the September 
level a year ago. 

q Two manufacturing jewelry firms in 
this area were awarded U. S. Army con- 
tracts for uniform collar insignia worth 
$87,700, it was announced Oct. 15. Ostby 
& Barton Co. received an order for:25,000 
insignia items at a total of $1623 and 
7120 items at a total of $501. The Ameri- 
can Metals Crafts Co., of Attleboro, was 
awarded an order for 900,798 items for 
a total of $85,575. 

q Jacob S. Rabinowitz, president of J. S. 
Rabinowitz, jewelry manufacturers of 7 
Eddy St., pleaded nolo in District Court 
Oct. 10 to charges of violating the jew- 
elry mandatory minimum wage order for 
the jewelry industry and was fined a 
total of $75 and costs. A second count 
of failing to keep records was continued 
for six months with the understanding 
that it will be discontinued at that time 
if employes have been paid back wages 
claimed due them under the wage order. 
q Approximately 40 members attended 
the monthly meeting of the R. I. Watch- 
makers Association held Oct. 17. The 
association, formerly known as the R. I. 
Horological Association, announced that 
plans had been made for a trip through 
the plant of the Waltham Watch Co., 
Waltham, Mass., on Oct. 23. At the 
meeting, members heard a talk on air- 
plane instruments and discussed the topic 
afterward. Members also answered a 
U.H.A. questionnaire regarding each 
man’s ability. 

q Attendance was high and discussion 
lively at the October meeting of the 
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57 Plants in Providence Area 
Threatened With Strikes 
By Toolmakers, Die Cutters 


Toolmakers, die cutters and chain ia- 
chine operators in the Providence jewelry 
manufacturing district have threatened 
to strike against 57 firms unless negotia- 
tions with shop managements are settled 
favorably. 

Members of Local i29, International 
Association of Machinists voted to call 
the strike at a meeting held Oct. 18. A 
steering committee of the association has 
been meeting with management represen- 
tutives at the State House since Septem- 
ber without coming to any agreement. 

The association is seeking contractual 
relations with manufacturing jewelers 
to run for three years, a union shop, in- 
creased wages and vacations with pay, 
according to Thomas F. Dyer, business 
agent, and Reginald T. Anderson, Grand 
Lodge representative. 


Metal Findings Manufacturers Associa- 
tion. Benjamin H. Cate, Samuel Moore 
& Co., was elected secretary of the asso- 
ciation to succeed William G. Lind, Jr. 
Mr. Lind, a first lieutenant in the U. S. 
Marine Corps, will extend his leave of 
absence from the T. W. Lind Co. to serve 
an additional period of training, having 
completed his first six months. The asso- 
ciation appointed a committee of three to 
interview prospects for a_ position of 
permanent contact man to contact var- 
ious government bureaus and large scale 
defense contractors and make known 
facilities of the findings manufacturers 
available for defense work. The com- 
mittee consists of Chairman William G. 
Lind, T. W. Lind Co.; Earl Morrow, of 
Frank Morrow Co. and A. H. Smith, 
Fulford Mfg Co. 


N.E.M.J.&S.A. ELECTS OFFICERS 


q Maurice K. Dugan, special representa- 
tive for the New Haven R.R., was the 
guest speaker at the annual meeting of 
the N. E. Manufacturing Jewelers & Sil- 
versmiths Association, Oct. 24, at the 
Providence Biltmore Hotel. Mr. Dugan 
discussed the important part which the 
railroads play in the industrial life of the 
nation. 

At the regular business session the fol- 
lowing officers were named: Ist vice- 
president, Benjamin Brier, Brier Mfg. 
Co.; 2nd vice-president, William G. Lind, 
T. W. Lind Co.; 3rd_ vice-president, 
Stephen H. Garner, Leach & Garner Co.; 
secretary, Raymond L. Wells, Wells 
Mfg. Co., and treasurer, Edgar E. Baker, 
W. R. Cobb Co. 

The following directors were elected to 
serve for three-year periods: Lawrence 
EK. Baer, Swank Products, Ine.; F. A. 
Ballou, Jr., B. A. Ballou & Co, Ine.; 
Fred A. Bullock, Dolan & Bullock Co.; 
Royal J. Gregg, Ostby & Barton Co.; 
Arthur Kaplan, Louis Stern Co.; Donald 
Le Stage, Jr., Le Stage Mfg. Co.; Willard 
A. Ormsbee, Taunton Pearl Works, and 
Archibald Silverman, Silverman Bros. 
The nominating committee consisted of 
Henry A. Goeckel, Ralph L. Griffith, 
Donald Le Stage, Jr., Theodore B. Pierce 
and Raymond L. Wells. The president 
will be elected later by and from the 
board of directors. 
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BRACELETS 


also I-, 2- and 3-strand 


NECKS 
In Gold - Silver - Gold Filled 


The bracelet, having secure box clasp 


with simple, positive-acting snap, 
made to order in all standard gradu- 
ations. 
NECKLACES, any length in 1-, 2- 
and 3-strand, made to your order... 
uniform or graduated . . . bead sizes 
2 mm to 14 mm. 
1/20 12 Kt Gold Filled 
Sterling Silver 

14 Kt Gold 

Polished—English or Roman Finish 


Ww. R. COBB CO. 


New York Salesroom Providence, R. I. 
320 Fifth Ave. 101 Sabin St. 

















Cent 


| 950 Sterling Charms in Illustrated Catalog on req 
WELL 


west 
S MFG. CO., ATTLEBORO, MASS. 








REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 


A superior polish—made by siiver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S. 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 








BOWMAN 
Technical School 


= Courses for Success for 
Watchmakers 
Engravers, Jewelers 
Write for free book “Your 
Future and Our School’’ 
JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 











=SILVER PAK=>= 


QUALITY FLANNEL BAGS AND 
ROLLS THAT ARE 
NON-TARNISHING 

ACCURATE BINDING CO., INC. 


147 WEST 25th ST. NEW YORK CITY 
TELEPHONE: CHELSEA 2-4990 




















FOR AMERICANS 





AN AMERICAN WATCH 
CHRISTMAS 


ELGINS 
HAMILTONS 


(Zones 4 & 6) 


WALTHAMS 


Products of American Labor 


for American Consumption 














21 WEST 
BALTIMORE ST. 
BALTIMORE, MD. 


“AN INSTITUTION 
.of DEPENDABILITY”’ 


ESTABLISHED 1885 











ALBERT’S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
@ JEWELRY e@ 

5 HOPKINS PLACE, BALTIMORE, MD. 








fi. G. Schultz Company 


—BETTER STERLING HOLLOWWARE— 
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423 E. Lombard St. Baltimore, Md. 

















HOLLOWWARE—FLATWARE 


REPLATED — REPAIRED 
ENGRAVINGS REMOVED 
A Finer Grade ef Work by Experienced Craftsmen 


SYRACUSE SILVER COMPANY 
Silversmiths & Platers 
107 N. FRANKLIN ST., SYRACUSE, N. Y. 
All Mail Answered Same Day 








BALTIMORE > 


q Louis Green is back at home from a 


| wedding tour and once more in atten- 


dance at the Jewel Box, in Fayetteville, 
N.C, 

q Florida Jewelers, Inc., has been char- 
tered by Martin Fischer, Clara Fischer 


_ and N. H. Stryker, all of Jacksonville, to 








do a retail jewelry business in Jackson- 
ville. 

q Henry Bookout, of the J. J. Bookout 
Co., Atlanta, has been named president 
of the Georgia R.J.A., to succeed 
Claude S. Bennett, who was unable to 
serve. 

q Reversing the policy adhered to dur- 
ing the world war, S. & N. Katz, a lead- 
ing installment jewelry house of Balti- 
more, has decided to continue to sell to 
young men of draft age. 

q Edward J. Voigt, a jeweler, of 1330 
Massachusetts Ave., N. W., Washington, 
has been drawn on the new District of 
Columbia grand jury, which is to serve 
for the next three months. 

q After 45 years in the jewelry business 
in Savannah, John Thomas has closed his 
store at 118 Whitaker St. and retired 
from the retail field. His future plans 
have not yet been announced. 

4 Carl J. Doederlein, 10 W. Saratoga 
St., Baltimore, made a trip through Vir- 
ginia early in October, calling on repre- 
sentative dealers in that section to intro- 
duce a line of novel and artistic platinum 
ring mountings. 

q A. G. Summer, Atlanta jeweler, is co- 
inventor of a “fountain pen” tooth brush 
soon to be put on the market. The 
“barrel” is filled with liquid dentifrice, 
which is forced into the bristles by a 
rubber bulb at the end. 

q William Selberg, recently appointed 
New England representative of the Elgin 
Watch Co., spent a week in ‘Baltimore 
last month. He was accompanied by 
Mrs. Selberg and contacted many of the 
jewelry stores in the city. 

qT. H. Allen has opened a new store 
elegantly equipped and well-stocked at 
3202 Washington Ave., Newport News, 
Va. Mr. Allen was for years connected 
with Barclay Bros., of that city. He 
is receiving many good wishes. 

q George M. H. Rhodes, who bought the 
jewelry store of H. L. Lang, in Staunton, 
Va., held a much advertised opening on 
Oct. 4, with elaborate ceremonies and 
unusual offerings. Mr. Lang died some 
time ago after a long ownership of the 
place. 

q H. F. Underwood, of Lakeland, Fla., 
president of the Florida R.J.A., addressed 
the Jacksonville Advertising Club on 
Sept. 24. He told of his observations on 
advertising on a recent 3,000 mile auto- 
mobile trip through the United States 
and Canada. 

q Levy, Jewelers, recently celebrated its 
40th anniversary in business in Savannah. 
Aaron Levy, who established the firm in 
1900, at first had a watchmaker’s bench 
and one show-case. The firm moved into 
its present location at Broughton and 
Drayton Sts., in 1937. 

q Weinstein & Son, 237 4th Ave., N., 
Nashville, on Oct. 14, started a Golden 
Jubilee, celebrating fifty years in busi- 
ness. The beautiful store had much of 
gift goods, Christmas goods and specials 
for the occasion on display. There were 
flowers and reception features. 


118 





q Roberts Credit Jewelers, Inc., has 
taken out a Maryland ¢harter to deal 
in jewelry, radios, etc., with a capital 
stock of 600 no par shares. The incor- 
porators of record are Jack P. Roberts, 
and G. Ronald Britton, both of Balti- 
more, and Everett H. Gue, of Hale- 
thorpe, Md. The business place of the 
new concern will be at 600 N. Howard 
St., Baltimore. 

q Samuel Kirk & Son, which conducts 
perhaps the oldest institution of its kind 
in the city, and traces its history back 
more than a century, aynounces by news- 
paper advertisement that is now selling 
watches on “extended payments.” The 
company operates a large silversmithing 
plant in addition to the store at Charles 
and Franklin Sts., one of the most ex- 
clusive locations in Baltimore. 

q An Atlanta Guild of the United Horo- 
logical Association was formed at a meet- 
ing, Sept. 24, at the country place of A. 
G. Summer. A weiner roast was held 
preceeding the business session, at which 
Ralph Currier, of R. C. Schneider and 
Son, was elected temporary chairman, 
and a by-laws committee, consisting of 
Harley Strong, with the Claude S. Ben- 
nett Co., and W. R. Chapman, of Holz- 
man’s, was appointed to report back at 
the next meeting. 

qJ. D. McQuirter, associated with his 
father, Dr. John McQuirter, in the jew- 
elry business in Memphis, has been re- 
elected president of Guild No. 4, Ten- 
nessee Watchmakers and Jewelers’ As- 
sociation. Other officers elected were: 
Max Sadler, vice-president; Aldred 
Lunamand, secretary; T. O. Pearson 
and Dr. John McQuirter, state direc- 
tors, and directors of the Memphis 
Guild: L. A. Swan, Homer Harris, W. 
C. Roy, Joe Laguzzi. 








x * * * 
We’ue earned our 


SERVICE STRIPES 


o- reward for depend- 
able service is the con- 
fidence and patronage of 
thousands of retail jewelers. 


Particularly at holiday time 
... when "missing stock" may 
mean "missing customers"... 
U. S. Jewelry prompt SER- 
VICE on all orders becomes 
an asset to your business. 


What do you need? Write us 
today! 
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IMPORTERS OF EASTON WATCHES 
to retail at $9.75 up 
Write for an illustrated Easton Catalog 
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A new house organ, called “Torch and 
Tweezers,’ has just been issued by the 
Kimberly Jewelry Co., Atlanta manufac- 
turers. Of pocket size and containing 
six pages, the booklet, which will appear 
each month, is packed with information 
for the retail jeweler about making the 
most of his repair and special order 
business. 

q A novel window decoration employed 
by Hamric & Smith, jewelers at Lexing- 
ton, Va., has been giving rise to much 
favorable comment. It consists largely 
of beautiful prizes in hollowware pur- 
chased from the firm by fraternity houses 
for decorations of these houses during 
Home Coming Week, Oct. 12, by alumni 
of Washington and Lee University. 

q Ewing Brothers wholesale jewelers, 5 
Plaza Way, Atlanta, have completed an 
extensive remodelling program. The en- 
tire front of the establishment has been 
rearranged, new offices were added; flu- 
orescent lighting installed; new compo- 
sition floors laid and new steel filing 
equipment placed. One feature of the 
modernization program was the elimina- 
tion of all display cases. Several thou- 
sand dollars were spent by the firm in 
remodelling and installing new equipment. 
q Elmer Rittase, bookkeeper for 25 
years for J. Engel & Co., Inc., wholesal- 
ers at Baltimore St. and Hopkins 
Place, Baltimore, celebrated the anniver- 
sary together with his birthday on Oct. 
14. Jay G. Engle, president of the firm, 
accompanied by Mrs. Engle, spent a 
week in Atlantic City the early part of 
October to get a breathing spell after his 
plunge into business, following his re- 
covery from serious injuries sustained 
last year in an automobile accident. 

q The Richards Credit Jewelers, Inc., re- 
cently chartered, has leased for a period 
of ten vears the four-story building at 
402 N. Howard St., in the shopping dis- 
trict of Baltimore, and will occupy the 
premises as soon as contemplated im- 
provements have heen made. These im- 
provements include a modernistic store 
front and a reconstruction of the interior. 
Jack P. Roberts and G. Ronald Britton. 
of Baltimore, and Everett H. Gue, of 
Halethorpe, a suburb, are the incorpor- 
ators,. 

q The firm of Keene Bros. & Hihn, 
formed to continue the jewelry business 
of William I. Miller, has leased the store 
at 107-109 W. Baltimore St., Baltimore, 
and will take possession as soon as exten- 
sive improvements have been completed. 
The firm is presently located at 215 N. 
Liberty St. The old firm occupied a store 
on E. Baltimore St., near St. Paul St., 
for years. The Messrs. Keene were em- 
Dloyees of the old firm, as was Miss 
Hibn, who has now been taken into the 
partnership. 

4 Dissolution of the corporation man- 
aging the jewelry business of Lemon 
& Son, I ouisville, Ky., will have no 
effect upon continuation or policy of 
the firm, which will remain in business 
at its present location, 570 S. Fourth, 
company officials announced. Mrs. 
Lemon, widow of Brainard Lemon, who 
died ten years ago. continues the store 
on Fourth St., and Mr. Lemon’s two 
daughters, Mrs. William Tyler and 
Mrs. Hubert Jenkins, take ownership 
of the silver galleries on East Broad- 
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way. The firm has been in the Lemon 
family since it was organized 112 years 
ago. 


ATLANTA GUILD, U.H.A., ORGANIZES 


q Harley Strong, with the Claude S. 
Bennett Co., was elected president of 
the Atlanta Watchmakers’ Guild at a 
meeting held, Oct. 15, to complete or- 
ganization with the adoption of a con- 
stitution and by-laws and the election 
of permanent officers. A. E. Bair, of 
Maier and Berkele, was named vice- 
president, and Frank Beasley, with the 
J. J. Bookout Co., was elected secre- 
tary-treasurer. Mr. Bair and Ralph 
Currier, of R. C. Schneider and Son, 
were named directors. 


An educational committee, composed 
of Mr. Bair, Carl Harris, of the Claude 
S. Bennett Co., and B. J. Burt, of the 
Fred L. Williams Jewelry Co, was ap- 
pointed to map out and execute an edu- 
cational program. 

A series of sport films and two films 
from the U. H. A. library were shown. 
A weiner roast was held before the 
business session. The regular Novem- 
ber meeting will be held the second 
Tuesday, Nov. 12. 


ROME GUILD, U.H.A., IS PROPOSED 


q Henry D. Getz, with Brock’s, Inc., 
was elected temporary chairman of a 
proposed Rome Guild of the U. H. A. at 
a meeting on Oct. 26, held at the store 
of Brock’s, Inc. Two films on the sub- 
ject of watchmaking, brought to Rome 
by J. H. Reed, Atlanta, executive sec- 
retary of the Georgia R.J.A., were 
shown. <A general discussion of the 
value of organization and membership 
in the U.H.A. followed. 


Education material of the national 
association will be studied with a view 
to presenting a monthly program to 
watchmakers of Rome and vicinity. At- 
tending were Macon Brock, Henry D. 
Getz, Henry Gray, J. D. Harley, and 
W. H. Ford. 





Wallace Employes Favor Union 


A secret election by the production 
workers of R. Wallace & Sons Mfg. Co., 
Wallingford, Conn., on Oct. 9, held under 
the supervision of the National Labor 
Relations Board, resulted in the selection 
of Amalgamated Silver Workers’ Union, 
Local 45, of the International Jewelry 
Workers Union, A.F.L., as their repre- 
sentative for the purposes of collective 
bargaining. Seventy-four per cent of the 
votes were in favor of the union. 





A notice of the Ministry of Finance of 
the Protectorate of Bohemia and Moravia, 
providing for the compulsory registra- 
tion of articles made of precious metals 
as well as precious stones owned by Jews, 
Jewish enterprises or Jewish associations 
has been reported to the U. S. Bureau of 
Foreign and Domestic Commerce by Sam 
E. Woods, commercial attache in Berlin. 
Registration requirements apply to other 
jewelry and to objects of art as well as 
to collections of every description valued 





$ CASH $ 


WE pay highest cash prices for all 
kinds of solid silver, flat and hollow 
ware, new and used, active and 
obsolete. 

@ Send us your trade-ins and odds 
and ends which you wish to close 
out and you will be agreeably sur- 
prised. Check mailed same day 
shipment is received and silver held 
intact awaiting your decision. @ In 
case shipment is returned, we insure 
it and pay transportation charges. 
@ No shipment too large or too 
small for our prompt attention. 


JULIUS GOODMAN & SON 


77 Madison St. 
Memphis, Tennessee 
Reference: First National Bank, Memphis. 


We cooperate with jewelers wishing obso- 
lete and inactive patterns. 








A COMPLETE 
SUPPLY SERVICE 


Patronize the house that gives 
you the best service. Send your 
mail orders where they will be 
most accurately filled. Try us. 








“The price is the same— 
The service is better.” 


FISHER’S SUPPLY HOUSE 


411 First St. Roanoke, Va. 











upwards of 10,000 crowns (1000 R. M.). | 


119 





SIMPLE SOLDERING 


BOTH HARD AND SOFT 
By EDWARD THATCHER 


This simply written 76 
page book is packed with 
valuable and practical in- 
formation for the worker 
in gold and silver. De- 
scribes and illustrates the 
methods and tools suc- 
cessfully used in solder- 
ing. 

Price 75 cents Postpaid 

(Cloth Bound) 
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© JEWELERS' FINDINGS ©) 
CUPS — SPORT BALLS 
CATALOGS SENT ON REQUEST 


JEWELRY BOXES 
COMPLETE LINES FOR THE 
F. H. NOBLE & COMPANY 


TROPHIES — MEDALS 
JEWELRY TRADE 
535-559 W. 59th St., Chicago 




















DIAMOND CUTTING 


Send for an Estimate 
Re-Cutting and Removing Chips 
One-Day Service on Polishing Chips 


te Stock of All Sizes 
d Fancy Shapes 


Selecti 
2 oelecrion 


STEIN & ELLBOGEN 
55 East n Ss 


Diamond Cutters 


DIAMOND IMPORTERS 


COMPANY 


W ashingto reet, Chicago, Illinois 
of the West 
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SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 
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1/5 te 5/8 Ct. aPrret $20, . 
LET US MOUNT YOUR DIAMOND 
In this beautiful Mtg. 
DIAMOND SETTING 
SPECIAL ORDER AND JEWELRY REPAIRING 
WEDDING RINGS AND MOUNTINGS 
Send for our latest catalog 


QUAST & OLSEN 
5 So. Wabash Ave., Chicago, Il. 








IMPROVED 


WATCH DIAL REFINISHING 
A SERVICE OF SATISFACTION 
Oldest Company in Middle West 

C. B. RICH 


CENTRAL DIAL CO. 
CHICAGO, ILL. — LACROSSE, WISC. 














CHICAGO 


q H. Horwitz Company, 36 S. State St., 
last month increased its space by 25 per 
cent. 

q J. H. Lew, formerly located at 542 S. 
State St., has purchased the Charles Co. 
store at 342 S. State St. and assumed the 
management last month. 

q ‘The S. Wechter Co., manufacturers, 
formerly located at 58 E. Washington 
St., has moved to the 12th floor of the 
Heyworth Bldg., 29 E. Madison St. 

q Irving M. Leon, who conducted a re- 
tail jewelry store at 748 Fullerton Ave., 
Chicago, recently removed his business 
to Monmouth, Ill. 

q Lottis Jewelry Co., with main store 
and offices at 34 N. State St., recently 
opened its fifth store in Chicago at Irving 
Park Blvd. and Milwaukee Ave. 

q.J. W. Heckman of Becker-Heckman 
Co., 29 E. Madison St., spent most of 
last month on an automobile vacation 
trip visiting friends and points of inter- 
est in Wisconsin, Illinois and Indiana. 

q Carl H. Ander, secretary of the Chi- 
cago Watchmakers Guild, located for 
several years at 903 W. Belmont Ave., 
has removed his business to 3004 N. Ci- 
cero Ave., where he has fitted up an at- 
tractive new store. 

q Window smashers took advantage of a 
heavy rain storm late Sunday afternoon, 
Oct. 6, and got away with between $500 
and $600 worth of watches from the show 
window of Walter Henrich’s store at 4026 
Milwaukee Ave. 

q Wendell & Co., manufacturing jewel- 
ers, 55 E. Washington St., recently pur- 
chased the business and good will of 
Graffe & Stanck, 29 E. Washington St., 
and will combine the two concerns at the 
Washington St. address. 

q Hugo Ziehm, manufacturing jeweler at 
29 E. Madison St., found time to perfect 
the lawn of his new home in ‘Schorsch 
Village in northwest part of Chicago, and 
was recently awarded a blue ribbon and 
a cash prize for the best creeping bent 
grass in the neighborhood. 

q Major J. T. Montgomery of M. A. 
Mead & Co. left Chicago, Oct. 15, for an 
extended automobile trip through the 
Kast and Canada during which he visited 
their offices at Detroit and Pittsburgh 
and transacted business in New York 
City. 

q Charles Thomas, who started in the 
jewelry business in Norborne, Mo., over 
40 years ago and who has been located 
in Kansas City for many years, retired 
from business in September. He and 
Mrs. Thomas were in Chicago, last 
month, visiting his son here and will 
spend the winter in Baton Rouge, La. 

¢ Arthur Manheimer, president of the 
National Wholesale Jewelers Association 
in 1937 and 1938, and until last March 
president of the Manheimer Watch Co., 
spent several days in Chicago last month 
visiting his many friends here. Mr. Man- 
heimer now makes his home in Cohassett, 
Mass. 

q Ben Halpern, secretary of the Chicago 
Credit Jewelers Association, and until 
recently manager of the Charles Co., 
credit jewelers at 324 S. State St., has 
opened his own credit jewelry business 
in the Republic Bldg., 209 S. State St., 
and will operate as The Halpern Jewel- 
ers. 

q Early in November Marks Bros. will 
open their fourth credit jewelry store at 
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310 S. State St. The building, 24 by 100 
ft., is being specially rebuilt, and Hugo 
Marks, president of the company, says 
it will be the finest of their stores, with 
most modern arrangement and equip- 
ment. The store will be operated as 
Hamilton Jewelers, Inc. 

q The Chicago Credit Jewelers Associa- 
tion last month initiated a policy of closer 
cooperation with manufacturers by hold- 
ing its monthly meeting, Oct. 7, at the 
Elgin National Watch Co. plant in Elgin, 
Ill., where the members toured the vari- 
ous departments to observe actual pro- 
duction methods. Elgin officials, headed 
by Howard D. Schaeffer, vice-president, 
entertained at the Elgin Country Club 
at a dinner in advance of the meeting, 
and social activities followed the meet- 
ing. 

q The Manlie Jewelry Co., is a new In- 
diana corporation, with authorized capi- 
talization of $62,500, of which, it is an- 
nounced, $50,000 is paid in cash. Head- 
quarters will be in Hammond where one 
store has been opened, with a second 
store in Evanston, Ill. William Silver- 
stein, president, announces other stores 
will be opened later. Mr. Silverstein is 
the son of one of the owners of Simon 
Fuchs & Co., New York. Both he and 
Norman A. Smith, manager of the store 
in Evanston, were formerly associated 
with the Busch Kredit Jewelry Co. in 
Chicago. 


FILM MADE ON WATCHMAKING 


q A new educational motion picture of 
the science of watchmaking has just been 
filmed at the Elgin Watchmakers’ Col- 
lege by Coronet Productions, Inc., newest 
venture of David A. Smart, well known 
publisher who has entered the motion 
picture field to produce educational films 
dealing with the country’s basic voca- 
tions, industries and agricultural devel- 
opments. The pictures are 16-millimeter 
sound films of 15-minute, one-reel length, 
and will be rented or sold in conjunction 
with other industrial and agricultural 
films approved by educators. It is ex- 
pected that, with the recent trend toward 
both visual education and _ vocational 
guidance, they will find a ready response 
awaiting them in schools, colleges and 
other institutions. In time, the films will 
also be rented for commercial purposes. 
The producers plan to take several other 
films of the watch industry to demon- 
strate its importance in American manu- 
facture and commerce. 











WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO. 


612 METROPOLITAN BLDG. 
DETROIT, MICH. 











CENTRAL WATCH CO. 
WATCH REPAIRING 


for the Trade - 


Best Workmanship at Lowest Prices 
Prompt Service 


Wabash Ave. Chicago. Il. 


5 South 
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A JEWEL OF A SETTING FOR THE SETTING OF JEWELS 





C.J.A. LUNCHEON BREAKS RECORDS 


q In opening the business session of the 
Chicago Jewelry Association luncheon at 
the Palmer House on Oct. 17, President 
Myron J. Kelly announced that the meet- 
ing broke two records in the history of 
the organization, with the largest atten- 
dance, 123, and the largest number of 
past presidents and honorary members 
being present, eleven of the 15 living 
past presidents and three of the four 
honorary members were in attendance. 

Chester B. Rich, Central Dial Co., was 
elected to membership and the past presi- 
dents were introduced in order of senior- 
ity. Treasurer R. Schell Hulbert sub- 
mitted a favorable financial report and 
T. G. McMahon, chairman of the banquet 
committee, stated that for the first time 
in many years the annual banquet will 
be held on a Saturday night. It will be 
held at the Stevens Hotel, Jan. 4, which 
is the earliest date in many years. Presi- 
dent Kelly announced that the directors 
have again elected Louis Goldman to 
serve as secretary. 

The large attendance was largely due to 
the announcement that Dr. Melchior 
Palyi would speak on “The Turning 
Point of the War.” Having served as 
economist for the Deutsche Bank in Ber- 
lin, advisor to the Reichsbank and Di- 
rector of the Institute for Currency 
Research in Berlin, his knowledge of 
European affairs prepared him to give 
a very interesting interpretation of events 
taking place over there at this time. 
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In this attractive plant at 4626 Ravenswood Ave., Chicago, 
J. Milhening, Inc., produces its fine line of platinum 
jewelry and fine watch cases. Frank Milhening, insert, is 
present head of the firm which is marking its 70th year. 


| 


| 
\ 


The record merchandise 


for quality 
and ethical dealings, established over the 


years, reflects very creditably on the 
Chicago manufacturing firm of J. Mil- 
hening, Inc., which now marks the 70th 
anniversary of its founding by Joseph 
Milhening, whose death occurred just 
last year when he was approaching the 
century mark. 

His business ethics were long since 
adopted by his son, Frank Milhening, 
who has been directing the business for 
some years. The younger Mr. Milhening, 
who joined his father in business at a 
very early age, has been one of the most 
important and respected men in the Chi- 
cago jewelry trade. His interest in such 
worthwhile trade efforts as the Jewelers’ 
Vigilance Committee has had far-reach- 
ing effects. During his presidency of 
the Chicago Jewelers’ Association the 
first Good and Welfare committee was 
appointed. This committee has continued 
to be a strong force in curbing jewelry 
robberies in the mid-west city. 

Just a year after Joseph Milhening 
established his business he was forced to 
flee with his stocks before the flames in 
the great fire of 1871. Business was re- 
sumed, temporarily, in a cottage at 114 
20th St. 

Besides the factory shown above, the 
firm, which is engaged in the manufac- 
ture of platinum-diamond jewelry and 
quality watch cases, maintains branch 
offices at 27 E. Monroe St., Chicago, and 
at 542 5th Ave., New York. 


Trabert & Hoeffer, Inc.-Mauboussin 
To Have Fine New Home in Chicago 


Trabert & Hoeffer, Inc.-Mauboussin, 
New York and Paris jewelry firm, has 
leased the store at 940 N. Michigan, Chi- 
cago, opposite the Drake hotel. It was an- 
nounced that the shop will be opened 
early in November after a $25,000 im- 
provement program has been completed. 

The firm, with its main store at 407 
Park Ave., New York, represents the 
jewelry house of Mauboussin of Paris. 
It operates branch shops in Palm Beach, 
Miami Beach, Beverly Hills and Atlantic 
City. 

The new Chicago store will occupy two 
floors and will have an entirely new 
stone facade. 
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WATCH DIALS 


REFINISHED 


A GIFT SUGGESTION — 
“THE NAME DIAL" 








LOS ANGELES 
SAN FRANCISCO 
SEATTLE 


DETROIT 
PITTSBURGH 
DALLAS 








Wuleh, Cse Teoaring 


| OUR WORK COSTS NO MORE THAN 
ORDINA ORK 


RY W 
BECKER-HECKMAN CO. 


29 E. Madison St. CHICAGO, ILL. 








Your Jospper Has 


NEWALL 
“Quality Findings” 


The Newall Mfg. Co. - Chicago 











McRAE & SHAW 
168 N. Michigan Ave., Chicago, Iil. 
Radio and Display Advertising Specialists 


Originators and Producers of 
"THE OLD SHEPHERD" RADIO PROGRAM 
EXCLUSIVELY FOR JEWELERS 








\f you want a Complete Catalog of 


. FULLERS FINDINGS 
cFD to assist and enable you to 


™ ORDER FROM YOUR JOBBER 


Write Geo. H. Fuller & Son Co. 
29 E. Madison St., Chicago, Ill. 
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fcme WATCH CO. 
S S.WABASH AVE. CHICAGOILL. 
USED WATCH ~~ 
mi 
MATERIALS 2z 
o 
USED MOVEMENTS 1 o 
Good Condition 
Good Dials > mo 
0-Size Elgin, Waltham 
73, $2.00 — 15J, $3.00 © 
12 or 16 size Hunting Sp 
iz ‘size open’ Fue | THE PRICE OF > 
743, $2.25 — 154, = ms NEW MATERIALS = 
Wheels, pinions, ir) 


pallet forks, etc. 
for all watches. 
Send sample of 
what you want! All 
Guaranteed! Remit 
only if satisfactory. 





3, $1.25 











GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 








BY EXPERTS 
Bellows — Shutters — Lenses — Range Finders 
—Synchronizers — Special Installations. We 
repair any make camera. Prompt service. 
LIBERTY CAMERA REPAIRS 
706 Smithfield St., Pittsburgh, Pa. 











LANDAW BROS. 


Distributors 
Genuine Watch Materials 


and Jewelers’ Supplies 
ALSO JEWELRY BOXES AND WATCH CASES 


406 CLARK BLDG. PITTSBURGH, PA, 
Telephone: AT. 5379 





















GOLD and SILVER 


Scrap and Wastes 


PUIRCIBIASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished 


























J VERNON-BENSHOFEF CO. 
933 Ridge Ave. Pittsburgh, Pa. 















PITTSBURGH 


q James Gorman of the Gorman Com- 
pany, New York, called upon the local 
trade recently. 

q Hart’s are now occupying their new 
jewelry store at 520 Fifth Ave., McKees- 
port. 

q Henry Terheyden, Sr., and Maurice W. 
Rihn, manager of the Terheyden Co., 
have returned from New York where 
they had driven on business. 

q Harry Ruthart, manager of the mate- 
rials division of the Hamilton Watch Co., 
Lancaster, Pa., stopped off in Pittsburgh 
on his way home from Seattle. 

q ‘The Wm. Penn Jewel Shop is the name 
of a new retail jewelry outlet on the 
lobby floor of the hotel. I. T. Allen, 
Chicago, is the owner. 

q Andrew L. Roe, central division man- 
ager and William Godfrey, both of the 
Chicago offices of the Elgin Watch Co., 
were recent Pittsburgh visitors. 

qS. H. De Roy’s recently completed 
and reopened its newly modernived store 
in Fifth Ave., McKeesport. The firm 
has also made some improvements to 
the Pittsburgh store in Smithfield St. 

q Herman Eger, well-known Aliquippa 
retailer, was here recently on business, 
having just been released from the doc- 
tor’s care. He plans to go to Florida to 
rest and for a complete check-up. 

q Herman Auerbach, Pittsburgh district 
manager for M. A. Mead & Co., is still 
receiving orders for Willkie ties as a 
result of an announcement in these col- 
umns last month. He also is distributing 
Willkie ash trays. 

q Joseph De Roy & Sons, Smithfield St., 
of which Al J. De Roy is the head, re- 
cently ran a four-page rotogravure ad- 
vertising section in the Pittsburgh Press 
at a cost of about $8,000. The firm does 
a large mail order business. 

q The Hardy & Hayes Co., Wood St., 
have been appointed distributors for 
Patek-Philippe Swiss watches. The firm 
has been carrying on an aggressive cam- 
paign of diamond advertising in local 
newspapers all year, and with good re- 
sults. 

q@ Max Wolfson, formerly a member of 
the manufacturing jewelry firm of Wolf- 
son & Grau, who embarked in the retail 
jewelry trade in Homestead several years 
ago, has found it necessary to enlarge 
his store. Remodeling will be completed 
before the holidays. 

q J. Loughrey Roberts, head of John M. 
Roberts & Son Co., says his firm antici- 
pates an excellent holiday business and 
that stocks have been augmented in an- 
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THE SAMUEL WEINHAUS COMPANY 


WHOLESALE DISTRIBUTOR 


—WALTHAM 





"LET'S PULL TO-GETHER" 


WE HAVE THE INDORSEMENT OF THE 


RETAIL JEWELERS ASSOCIATION 


OF WESTERN PENNSYLVANIA 
—THAT'S COOPERATION 





THE MOST DIVERSIFIED LINE IN THE TRI-STATE AREA 





808 LIBERTY AVE. 





PITTSBURGH, PENNA. 
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ticipation of large sales. However, sales 
slumped off several weeks prior to the 
election, following unusually good trade 
during the summer and early fall. 

q ‘The annual party for employes of the 
three Henry Wilkens Co. stores was held 
on Saturday evening, Oct. 19, on the 
third floor of the main store, Liberty 
Ave. A buffet lunch, dancing and enter- 
tainment featured the occasion. The 
management made arrangements for all 
its employes to attend the second annual 
dinner-dance of the Retail Jewelers’ As- 
sociation of Western Pennsylvania, on 
Oct. 22, at the Hotel William Penn. 
q Otto Graf, formerly a partner in the 
old firm of Graf and Niewman, Sixth 
and Liberty, and for more than the past 
twenty years a member of the staff of 
W. W. Wattles & Sons Co., Wood St., 
retired on Sept. 1. Wattles’ employes 
presented him with a gold watch and 
chain at appropriate ceremonies. He and 
Mrs. Graf will probably spend the winter 
in Florida. J. Harvey Wattles, president 
of the firm, came om from his home in 
Washington, D. C., during the latter part 
of October, and spent a few days in the 
city. 


New Middleweight Champ Collects 
Watch on Promise of Long Ago 


When Fritz Zivic, sensational young 
Pittsburgh boxer, toppled Henry Arm- 
strong from the middleweight throne in 
a furious bout in Madison Square Gar- 
den, last month, he won more than the 
mythical crown of that weight division. 

Some years ago, so the story goes, 
young Zivic who was already an enthusi- 
astic amateur boxer, was working as er- 
rand boy for William J. Kappel, Pitts- 
burgh jeweler. Zivic decided he’d like 
a new watch and thought perhaps as an 
employee of a jewelry store he could get 
one at a trade discount, so approached 
Mr. Kappel and asked him how about it. 
His employer generously offered him the 
benefit of a liberal discount, but the price 
of the model Zivic wanted was still a lit- 
tle high for the lad’s pocketbook, and he 
regretfully had to pass up the opportu- 
nity. He was disappointed about it, and 
Mr. Kappel, to console him, laughingly 
remarked that as soon as Zivic won a box- 
ing championship, he, Kappel, would pre- 
sent him with a fine new watch. 

Time passed as time will—Zivic gave 
up his jewelry store job to devote all his 
time to boxing, and Kappel quite nat- 
urally forgot about the whole affair. He 
was promptly reminded, however, when 
the morning after Zivic’s arrival in Pitts- 
burgh following his defeat of Armstrong 
he appeared at the Kappel store and de 
manded of his former employer, “Well, 
how about that watch?” 

To say that Mr. Kappel was startled 
is an understatement, but when he re- 
covered from his surprise, and his prom- 
ise of years ago was recalled to him, he 
came through like a good sport and Fritz 
Zivic walked out with a brand new 17- 
jewel watch on his wrist. 

It all sounds a little like a story by O. 
Henry, but Herb Hyman, publicity man- 
ager of the Bulova Watch Co., who is 
responsible for the yarn, vouches for its 
truth. P.S. Oh, ves, the watch was a 
Bulova. 
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"Precious Zinc, Silver-plated Steel 
Tableware in German Trade Show 


Conspicuous among the jewelry ex- 
hibits at the Leipzig Fall Sample Fair, 
in August, according to a report of Ed- 
ward A. Dow, American Consul Gen- 
eral, to the Specialties Divisions, U. S. 
Bureau of Foreign & Domestic Com- 
merce, was the rich assortment in 
precious jewelry of white gold with dia- 
monds of high value. Gold jewelry en- 
crusted with aquamarines, turmalines, 
zircons and other semi-precious stones, 
were likewise abundant. Floral designs 
were being favored by Viennese jewel- 
ers. Offers in silver-plated tableware 
were negligible, since the recasting of 
copper and nickel containng alloys is 
prohibited in Germany for domestic busi- 
ness. Manufacturers in this line have, 
therefore, concentrated their efforts 
upon export sales and shown goods 
made of silver-plated refined steel. 

A new substitute material for the pro- 
duction of artcraft goods and household 
utensils exhibited was so-called “precious 
zinc.” 

Surprising turnovers were obtained in 
high quality goods and gold and silver 
jewelry. Customers must wait a long 
time for deliveries in many lines, owing 
to a shortage in skilled workers, many of 
whom are in military service. 





New Diamond Displays 
Visualize Cost of Production 


In a further effort to educate the pub- 
lic as to the great cost of recovering 
gem diamonds and the vast amount of 
blue ground which must be mined to pro- 
duce a carat of diamond usable in jew- 
elry, four new window displays have 
been prepared by the Gemological 
Institute, with the assistance of De 
Beers Consolidated Mines and Associ- 
ated Companies, which will be shown 
in twenty smaller cities this fall, and in 
a larger number next spring. 

Like the three more important dis- 
plays shown in 41 larger cities last fall 
and spring, these will be displayed by 
members of the American Gem Society, 
and contain groups of rough diamonds 
from the World’s Fair exhibit, rough 
diamonds in their original kimberlite and 
descriptive photographs, charts and 
maps. In addition, this display, which is 
of black bakelite, chrome and mirrors, 
includes replicas and descriptions of 
fourteen famous diamonds. 


1941 Gem Conclaves in March 
At St. Louis and Newark 


The two annual conclaves of the 
American Gem Society for 1941 will be 
held the first two weeks in March. 

That of the Central Division will be 
held at the Statler Hotel in St. Louis, 
Sunday, Monday and Tuesday, March 
2, 3 and 4, when the St. Louis Guild 
will act as hosts; and the Eastern Divi- 
sion will meet again in Newark as guests 
of the New Jersey Guild, on Sunday, 
Monday and Tuesday, March 9, 10 and 
11, at the Robert Treat Hotel. 

This year the Educational Committees 
which are composed of Certified Gem- 
ologists, are being appointed two months 
earlier than usual. Speakers are being 
selected and the program will be an- 
nounced in December or January. 
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Chicago Chapter, A.G.S., Reelects 


Officers and directors were reelected 
at a meeting of the Metropolitan Chicago 
Chapter of the American Gem Society, 
held Oct. 21. The only change was the 
election of Charles D. Peacock III as a 
director, on the recommendation of 
President H. Paul Juergens, to succeed 
F. Otto Zeitz, who resigned because of 
change of location. Bryant S. Mather, 
assistant curator of Mineralogy of the 
Field Museum, gave an interesting lec- 
ture on “Diamonds in North America,” 
in which he covered all the known sources 
and gave considerable information about 
the diamond mines in Arkansas. The 
following participated in a forum: Rich- 
ard Juergens, on pearls; Hubert Fischer, 
sapphires; Hans Bagge, emeralds; H. G. 
Larson, rubies and T. Pontius on quartz. 
Thirty-one attended. 


Misbranding Is Halted by F.T.C. 


A manufacturer and two distributors 
of silverware, cutlery and novelty flat- 
ware have entered into stipulations with 
the Federal Trade Commission in which 
they agree to discontinue misrepresenta- 
tions of their products. These firms— 
The Diamond Silver Co., Lambertville, 
N. J., manufacturers; J. Busch, Inc., 26 
W. 23rd St., New York, wholesalers, and 
Samuel Paul and Philip Goldfarb, trad- 
ing as Goldfarb Novelty Co., 20 W. 23rd 
St., New York, wholesale novelty house, 
have agreed to cease from stamping or 
branding plated products “Silver Plate,” 
when such products are not actually 
plated with silver. 








Masters Mart Must Maintain Prices 


Masters Mart, Inc., 48 W. 48th St., 
New York, has been permanently en- 
joined by the Supreme Court of New 





York, from advertising, selling or offer- | 


ing for sale, or re-selling, within New 
York State, any products manufactured 
by the W. A. Sheaffer Pen Co., Fort 
Madison, Ia., at prices other than those 
established under the Fair Trade Act. 

The firm is further forbidden by the 
order from stating or implying in any 
printed matter that it will sell any Sheaf- 
fer products at less than established 
prices. Byron L. Shinn, of Downey, 
Lipper, Shinn & Keeley, New York, rep- 
resented the plaintiff. 





Maiden Lane “Dividend Dinner" 


A Dividend Dinner, the first of its 
kind to be held in the history of the 
Maiden Lane Outing Club, at which 
members in good standing will enjoy a 
grand “feed” and a “swell” show, all 


“free-for-nothing,” as a result of a nice | 


little surplus in the treasury, will be 
held Monday evening, Nov. 18, at the 
Hotel Taft. For once the affair will be 
restricted to members. With such ex- 
perienced committeemen as _ Harry 
Bromley, the chairman, Al Betz, Jimmie 


Thiese, Norman Ullrich and Ross Don- | 


aldson on the job, the event is sure to 
be one that will long be remembered. 





Works at the Bench at 90 


Gulbrand Anderson, oldest active busi- 
ness man in Taylorville, Ill., who ob- 
served the 65th anniversary of his start 
in the jewelry business on Aug. 25, will 
be 90 years old in November.“ A native 
of Norway, Mr. Anderson came to this 
country as a youth. He walks six blocks 
to his store daily and works at his bench. 
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MANCHESTER SILVER COMPANY | 
SILVERSMITHS 
PROVIDENCE RHODE ISLAND 
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CLEANS 
Silverware All Metals 
Paint Mirrors 
Glassware Windows 

SAVES 
Hands Labor 
Time Surfaces 
NO FUSS NO MUSS 
NO WASTE 


Sold Only Through Retail Jewelers 
and Dept. Stores 


Retail, 50c 
For free sample and prices, write to 


MANCHESTER SILVER CC. 
Providence, Rhode Island 
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Save Safely 
with a 
National Jewelers 


Mutual Policy 
+ 


Now protecting the 


jewelry trade for over 


$17,000,000.00. 
+ 


Write today for complete 


information and costs. 

















Greenwold Grift Co. 


ise of Ouality and Service 
CINCINNATI, OHIO 


IT 7th STREET 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


INS @ HAMILTONS (2 








FOR PROMPT— r 
DEPENDABLE SERVICE 


Send Us Your Orders for 


ELGIN—*HAMILTON 
*ZONES 7-8-18-17 


WALTHAM PREMIER WATCHES 
DIAMONDS - JEWELRY 
CLOCKS - SILVERWARE 
“IF IT'S NEW WE HAVE IT" 


GERWE-FROHMAN CO. 
CINCINNATI NEW ORLEANS 











DIAMOND-CUTTING 


expert work... fast service 


$ 9.00 per carat 
. 10.00 per carat 
11.00 per carat 
12.00 per carat 
14.00 per carat 
16.00 per carat 
. 18.00 per carat 
26.00 per carat 


SONS 


Cincinnati, 


2 carat 
1 carat 
’s carat 
33 carat 
Ss carat 
2 carat 

rors Tar: Bd 
', carat 


LITWIN & 


114 West 6th Street, fo} TT.) 
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The Largest Line 
The Largest Selection 


of the finest jewelry lines in the country. 
DIAMOND RINGS — MOUNTINGS 
Finest quality at popular prices. 


Kenwood Watches—Accurate, Stylish 
Inexpensive 


KLEIN BROS. CO. 


The Line Beautiful 
617 VINE ST. CINCINNATI, OHIO 


The Largest Assortment 














MISS VANITY 
STREAMLINED DIAMOND RINGS 
For the Fall Bride. Most attractive. Mod- 

erately priced. 
Write for a Selection 
THE D. JACOBS SONS CO. 
811 Race St. Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 Years 








Diamond Mountings 
and Wedding Rings 
Special order designs on request. 


The Schumer Bros. Co. 


5 East Third Street, 
Cincinnati, Ohle 


Workers in precious metals. 
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q Mark Herschede, son of Lawrence 
Herschede, recently joined the personnel 
of the Frank Herschede Jewelry Co. 
q George Griesser, Cheviot jeweler, is 
much relieved over the recovery of Mrs. 
Griesser from an attack of appendictis. 
E. B. Jacobs, vice-president and trea- 
surer, The D. Jacobs Sons Co. wholesale 
jewelers, and his wife, attended the 
World Series games here and in Detroit. 
q Cliff Bennett of the Frank Herschede 
Co. has gotten back from a vacation trip, 
which he made by plane, being an avia- 
tion enthusiast. 
q The Sauer Co., watch attachment man- 
ufacturers, moved into enlarged quarters 
the first of October, taking possession of 
the entire floor in the same quarters at 
439 Race St. 
q Jeweler Ed Herschede, Sr., has re- 
turned from a fishing trip, much _ re- 
freshed. His son became a benedict on 
on Oct. 24. The ceremony took place in 
St. Mary’s Church, Hyde Park. 
q Gertrude Gripeve, assistant bookkeeper 
for A. Sauer & Co., watch attachment 
manufacturers, became “bookkeeper” for 
a new “boss” in mid-October, when she 
became the bride of Robert Hebig, of 
Cincinnati. 
q Norb Rossfelter and George Letmer- 
ing, Cincinnati jewelry salesmen, had a 


harrowing experience recently, having 
been held up near Akron, Ohio, and 
robbed of $8,000 worth of jewelry. All 


was insured. The men were not harmed. 
q A congratulatory dinner was tendered 
Henry W. Von Unruh early in October 
by the Cincinnati R.J.A. on his being 
named president of ANRJA. The dinner 
was at the Cincinnati Club. Von Unruh 
has been in the jewelry business at 
Peebles Corner for quite a number of 
years. 

q Frank Foegler, chairman of the legis- 
lative committee, announces that the 


| Ohio Watchmakers Association is form- 


ing an “inner club,” the Ohio Watch- 
makers Legislative Society. Dues are .to 
be put into a fund to be used in cam- 
paigning for legislation favorable to the 
industry. 

4 Out-of-town jewelers who were in Cin- 


cinnati for the Series included: F. L. 
Miller, Wilmington, Ohio; Ralph R. 
Baker, McConnellsville, Ohio; Charles 


Pingle, Dayton, Ohio; Harry Hanover, 
Birmingham, Ala.; Mr. and Mrs. E. G. 
Simmons, Shelbyville, Tenn.; Ted Bitter- 
man, Evansville, Ind; Randall Cross, 
Gadsden, Ala.; W. M. Farmer and P. H. 
Linnehan, both of Birmingham; Clyde 
Page, Trenton, Tenn.; M. Dannerman, 
Middletown, Ohio; Sheldon Burns, Ham- 
ilton, Ohio; William Griffin, Nashville, 
Tenn.; Mr. and Mrs. Rees Williams, 
Cynthiana, Ky., and William Cross, 
Gadsden, Ala. 

q Members of the Cincinnati Guild, Ohio 
Watchmakers Association, and appren- 
tices will start “school” the night of Nov. 
1. The association will then begin its ed- 
ucational course of 24 monthly sessions 
on subjects of a horological nature. Pam- 
phlets and slides will be used at each 
session. The first will be on “Science in 
Horology,” At the November meeting, 
Fritz Mende, chairman of the dance 
committee, will announce plans for the 
group’s annual ball, Jan. 11. New officers 
of the organization, elected in October, 
are: Elmer Kaising, president, succeed- 
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ing Joseph Besse; Elmer Fisher, vice- 
president; Ruddy Flaxmayer, secretary- 
treasurer; Bill Grogan, recording secre- 
tary; Frank Flynn, corresponding secre- 
tary; Al Kappes, sergeant-at-arms, and 
Richard Aukenthaler, Bill Funk and 
Harry Flotemersch, executive board. 





Platinum Now Cheap as Gold; 
Cost Six Times More 15 Years Ago 


Canada, during 1939, produced 284,304 
ounces of platinum and allied metals, ac- 
cording to the final report issued by the 
Canadian Federal Department of Mines 
and Resources. This was more.-than half 
of the estimated world output of 500,000 
ounces. 

Since 1934, Canada has been the 
world’s leading producer of this group 
of metals. In that year, this country 
replaced Russia, which up. until then had 
been leading in the output. Other prin- 
cipal producers are’ South America (Co- 
lombia) and South Africa. 

The price of platinum has fallen stead- 
ily during the past 15 years, decreasing 
from about six times the price of gold 
to approximately the same price as gold. 
Research into the industrial uses of 
platinum, together with the reduced 
price, has considerably widened the pos- 
sibilities for industrial usage and conse- 
quently the demand for the metal. 

The armament industries make a sub- 
stantial demand on the supply of platinum 
and platinum metals. It is being used, 
in this connection, in fine instruments, 
searchlight reflectors, and lamps and for 
contact points in high power  aero- 
engines. In the electrical and chemical 
industries the uses are widespread. 

The conservation of gold by many 
countries is assisting the demand for the 
metals, particularly palladium, and the 
use of palladium as a substitute for gold 
alloys for dental restorations, pen points 
and jewelry articles is making substan- 
tial headway. 


Elgin To Rehire Conscripts 


One of the first firms in the jewelry 
trade to announce a definite policy in 
regards to its men who have already 
joined the armed forces or who will be 
conscripted, is the Elgin National Watch 
Co. T. Albert Potter, president, an- 
nounces that conscripts will be given 
leaves of absence and will accumulate 
seniority during the period of service; 
and will retain their standing in the com- 
pany’s pension fund. 











SCHIRA BROS. 


PLATINUM 
DIAMOND MOUNTINGS 


PLATINUM 
SPECIAL ORDER WORK 


15 WEST 6TH ST. 
CINCINNATI, OHIO 











WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 








THE JEWELERS’ CIRCULAR-KEYSTONE 
for November, 194¢ 











BOSTON 


q John Peterson, jeweler of Needham, 
Mass., and Mrs. Peterson are taking one 
of those popular ocean cruises to the 
Southern ports. 

q Shreve, Crump & Low’s team holds 
first place, and Thomas Long’s team, sec- 
ond place, in the Boston Jewelers Bowl- 
ing League after four weeks of play. 

q Several Boston jewelers have been 
slanting their advertising copy towards 
gift-givers interested in the young men 
who are entering the country’s armed 
services, and have been displaying a wide 
variety of keepsakes. 

q Merrimack Valley Guild, U.H.A., which 
embraces in its membership, watchmakers 
of Lowell, Lawrence and Haverhill, held 
a special meeting, Oct. 21, at Lowell. 
W. J. Marshall, New England sales man- 
ager of the Waltham Watch Co., and 
Walter Kleinlein were guests. 


NEW ART CRYSTAL FIRM 


q The formation of Corcoran Fine Arts 
Inc‘, successor to the Metal and Fine 
Arts division of the old Fairpoint Corp., 
is announced by D. Stanley Corcoran, 
president of the new firm. The Pair- 
point factory in New Bedford, Mass., 
will be used’ for the manufacture of 
the new line. Offices and display rooms 
will be maintained at 212 Fifth Ave., 
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NEW GEM-TESTING LABORATORY 


Gems will be tested and research conducted 
in this fully-equipped laboratory in the new east- 
ern headquarters of the Gemological Institute 
at 69 Newbury St., Boston. This laboratory, in 
charge of Dr. Edward Wigglesworth, contains all 
proven equipment for the identification of gem- 
stones, and is equipped to supplement the re- 
search work of the Los Angeles laboratory. 
Additions to its present modern diamond-grading 
equipment will soon be made. 
numerous activities it is taking over from Inter- 
national headquarters, its identification service 
for the trade will be restricted to eastern mem- 
bers of the A.G.S. until after Jan. |. 
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will carry away from here many new 
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signer for the Fairpoint Fine Arts, will 
head the designing staff for Corcoran 
Fine Arts Ine. 

The first group of samples consisting 
of pure lead crystal objects with metal 
bases finished in gold and Danish silver 
are now on display, and Mr. Corcoran 
has announced that production facilities 
are adequate to meet all requirements 
for Christmas selling. 


TO STUDY CONSUMER ATTITUDES 


q A plan to hold evening meetings of 
jewelers for the purpose of carefully 
studying consumers’ attitudes towards 
jewelry and retail jewelers, was de- 
veloped at a recent meeting of the of 
ficers and directors of the Massachusetts- 
Rhode Island R.J.A. Qualified speakers 
will be invited to speak on such ques- 
tions as: What is the consumer’s atti- 
tude ‘towards retail jewelry business 
trade practices and products? Do jew- 
clers advertise enough? Does the con- 
sumer believe that jewelers demand ex- 
cessive prices? Why do consumers turn 
to variety, department, drug and clothing 
stores for products that should be pur- 
chased from the retail jeweler? Round 
table discussions will follow the ad- 
dresses. Frederick Widmer, president, 
commenting on the plans, states, “It is 
my firm conviction that our business, so 
rich in tradition, cannot but accept the 
challenge of these consumer problems.” 


JEWELERS CLUB HAS DINNER 


q Seventy-five manufacturers, wholesalers 
and retailers were present at the third 
social event of the year of the Boston 
Jewelers Club, a dinner held Oct. 19, at 
the Copley Plaza. President Henry 
Arnold, in welcoming the diners, is re- 


‘THE JEWELERS’ CIRCULAR-KEYSTONE 
for November, 1940 


before submitting their choice for your 
approval. They say, ‘it must be some- 
thing new, artistic and have possible edu- 
cational advantages.” E. W. Martin, of 
Martin-Copeland Co., Providence, one of 
the organizers of the B.J.C. in 1888, said 
that he has seen many changes in types 
of entertainment, but, thanks to effective 
lighting, the modern style is the easiest 
on the eyes. At the head table were 


James Parks, W. J. Stone and Carl Law- | 


ton, three ex-presidents. 
q F. Forest Davidson, 
Thomas Long Co., 40 Summer St., Bos- 
ton, is chairman of the retail jewelry 
group of the Greater Boston Annual 
Maintenance Appeal of The Salvation 
Army. Mr. Davidson has been in the 


jewelry business for twenty years. He | 


is vice-president of the Boston Guild of 
the American Gem Society. 


burn Country Club, of which he is a 
member. He has been active in church 
activities for many years and is proud 
of the class he teaches in Weston. 


Elgin Horological Museum Permanent 


At the conclusion of the 1940 World's 
Fair in New York, all of the material 
from the Elgin Watch Observatory on 
the grounds was crated and shipped to 
the firm’s home office at the factory in 
Elgin, Ill., where it will be set up as a 
permanent exhibit of historical’ and un- 
usual timepieces. “ere See 

The collection includes models of every 
known device for mé&sufing tite: from 
the sun dials and water clocks’ of ancient 
civilization, through the notched candles 
and hour glasses of the middle ages, the 
earliest mechanical clocks and watches, 
and so on down to the tiny yet marvel- 
ously accurate timepieces of today. 
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president of | 


His recrea- | 
tion is golf, which he finds at the Brae- | 


BABY SHOES METALIZED 


Finest work—Guaranteed. Retail prices Bronze, 
$2.50; Silver, $3.50; Gold, $4.50. Prompt delivery. 
Samples furnished. 


ART PLATING WORKS 
416 E. 8th St., Los Angeles, Calif. 
Silversmiths and platers 
Formerly with Shreve Co., 


Est. 1921. and the 


Gorham Co. 











DIMES 


STERLING 








MASSACHUSETTS 
SCHOOL OF OPTOMETRY 


Four-Year Day Course 
For further information address: 
Administrative Office 


1112 BOYLSTON STREET 


Boston, Massachusetts 





Surmimeta lic 


(Kora? Gold on Sterling 


and STERLING SILVER 


= REAL STONE JEWELRY 


Sold direct to 


retailers 


W. E. RICHARDS CO. 


ATTLEBORO, MASS 











Where to Buy 
IMPORTED 
China and Glass 








THEODORE HAVILAND 


CHINA DINNERWARE 


Made in Made in 
America ALSO France 


GENUINE FRENCH QUIMPER POTTERY 
Prompt shipments from local stocks 


THEODORE HAVILAND @& CO., Ine. 
26 W. 23rd St. New York 














JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 


ROYAL ALBERT CROWN CHINA, England 


CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


in stock for immediate delivery. Great 
variety of patterns and designs. 


Wire your urgent orders. 


PAUL A. STRAUB & CO., Inc. 
(mporters, 105-107 Fifth Ave., New York 


EDWARD BOOTE 
35 & 37 West 23rd St., New York, N. Y. 


Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 

HOTELWARE 
GIBSON & SONS TEAPOTS 























SHORT LINES—SERVICE PLATES 
Dinnerware from the 
Heinrich & Co. and 


Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 23rd St. New York. N. Y. 


W. E. LINDEMANN 
GLASS 





CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 
FROM STOCK 


225 FIFTH AVENUE, N. Y. 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 


ROYAL DOULTON 
English Bone China and Earthenwure 
THOS. WEBB & SONS 
Wand made English Crystal 
IRISH BELLEEK 
The original production 


WM. S. PITCAIRN CORPORATION 
212 Fifth Ave. New York, N. Y. 


























A Short Course in Engraving for 


jewelers 
By WM. KASSEL 
Price 50¢ 
The Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York, N. Y. 














Sam A uiance, 53, who operated 
jewelry stores in Cleveland, Ohio, since 
1904, died Oct. 11. He came to this 
country as a boy of 15. His son, Sidney, 
now operates the business he founded 
in the Euclid Arcade, Cleveland. 


H. Lay Beaven, 68, retired jeweler 
of Hillsboro, Md., died Sept. 22, of a 
heart attack while at a clubhouse in 
Matapeake. 


AxrreD WarreEN Fiske, for many years 
associated with the Waltham Watch Co. 
as foreman in various departments, died 
of a heart attack at the home of his 
son in Waltham, Mass., Sept. 27. For 
the past 11 years he has been with the 
Technicolor Co. in Hollywood. 


Hans Hansen, 85, retired jeweler and 
watchmaker, died Oct. 6 at his home in 
Portland, Ore., where he repaired watch- 
es after his retirement from the jewelry 
business about twenty years ago. 


Frank A. Herrkemper, 69, for years 
one of Portland, Ore.’s most prominent 
jewelers, died Sept. 21, from a heart 
attack after a week’s illness. Mr. Heit- 
kemper’s father started a jewelry busi- 
ness in Portland in 1889. When the firm 
recently celebrated its golden anniver- 
sary, two sons of the deceased, Allard 
and Francis, were connected with the 
business. His widow also survives. 


Leonarp L. Jacxson, 72, jeweler in 
Chattanooga, Tenn., for many years, died 
Oct. 16. 


Artuour C. Linx, Sr., 76, jeweler in 
St. Louis, Mo., for more than 50 years, 
died Oct. 20. His father, the late Julius 
Link, established a jewelry business in 
St. Louis before the Civil War. 


SrepHen B. Mawnnine, 88, veteran 
watchmaker of Lexington, Mass., died 
recently. 


Witt1am Moutron, 88, last of the 
eight famous silversmiths by that name 
in Newburyport, Mass., died Oct. 3. 
Their craftsmanship for more than a 
century had much to do with the devel- 
opment of the silver industry in America. 


Cuartes Apert Russert, 81, general 
manager and treasurer of Irons & Rus- 
sell Co., Providence, one of the largest 
manufacturers of Masonic badges and 
jewels in the world, died Sept. 27. He 
had conducted his business affairs within 
a week of the time of his death. He was 
a 32nd degree Mason and a member of 
many Masonic bodies in this state, and 


Charles A. Russell, 
manufacturing jeweler 





was internationally known through the 
work of his 79-year-old firm. He entered 
the emblem business at the age of 16 
with his uncle, Charles F. Irons, and 
later became a partner. He had been 
treasurer and general manager of the 
concern since its incorporation in 1904. 
A member of many jewelry associations, 
Mr. Russell was one of the original mem- 
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bers of the Manufacturers Refining Co., 
of which he was treasurer for many 
years. He was actively interested in 
civic and charitable affairs, having been 
associated with several hospitals and 
served on the directorates of several busi- 
ness corporations. Surviving are a son, 
a daughter and six grandchildren. 


Louis Epwarp ScHNneEmeR, 65, jeweler 
for 18 years at 412 S, 4th St., Louisville, 
Ky., and connected with the jewelry 
business here since he was a boy, died 
Oct. 2. He started work as an appren- 
tice and later was with Vic Lorch 
& Sons 23 years. He also worked 


‘for the old firm of Matt Irion & Sons 
before going into business with his son, 


Herbert H. Schneider. 


Frank F. Stearns, 75, jeweler in 
Keene, N. H., for more than 25 years, 
died Sept. 28. He was the first presi- 
dent of the New Hampshire, R.J.A. 
and had been one of the directors of 
the Jewelers Horological Institute. 


Joun F. Watsn, 51, owner for the 
past 25 years of the Bush & Walsh, Inc., 
Nutley, N. J., jewelers, died Oct. 6 in 
the U. S. Naval Hospital, Brooklyn, 
where he had been a patient for 18 weeks, 
suffering from pernicious anemia. He 
was the brother of William P. Walsh, 
of Bush & Walsh, Passaic. During the 
World War he served as a corporal with 
the Medical Corps, A.E.F., and saw ac- 
tive duty. He belonged to Rotary, the 
Elks and the Knights of Columbus. His 
wife, Cecelia, survives him. 


Frank A. Warp, 91, for 65 years in 
the employ of the Geo. H. Fuller & Son 
Co., Pawtucket, R. I., manufacturers of 
findings, died Sept. 26, at the home of 
a daughter in Pawtucket. His son, 
Frank A. Ward Jr., is president of the 
Fuller firm. His wife and two daughters 
also survive. 
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HAWKES CRYSTAL : 
GLASSWARE 
for discriminating ; 
people—WRITE 


T. G. HAWKES & CO. 
CORNING, N. Y. 
N. Y. Office: 542 Sth Ave. 
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LENOX 
LENOX, INC. 


OLD WATERFORD 








LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES 
Made in America 
Trenton, N. J. 














INCORPORATED L. E. HELLMANN, President 
DE LUXE TABLEWARE 
for the 


FINE CHINA TRADE 


MADE INAMERICA ® MADE OF AMERICA 
149 Fifth Ave., New York, N. Y. 
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| (_ “ASTLETON CHINA 
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“The Boys on the Road” 


A monthly department of personal news notes about the men who sell to the jewelry trade 
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Hubert A. Wood is now representing 

the J. J. Spurlock line of imported split 
second timers in 11 Western states. He 
is carrying this line in addition to his 
own previously established lines. 
q Max S. Wolfe, who covers the South 
for the A. G. Schultz Co., Baltimore sil- 
versmiths, concentrating on Texas and 
Louisiana, is pleased with the business 
he is now writing. His sales are reported 
to represent an increase up to 70 per 
cent in volume and value. 

Harold Berg, well-known salesman of 
the T. W. Lind Co., Providence findings 
manufacturers, has been receiving con- 
gratulations on his recent marriage. 

q Veteran line commodore of the jewelry 
trade’s fleet is Frank Heyne, who’s also 
known around Toledo as the “captain of 





the Maumee River Navy.” Here he is, 
smartly outfitted in skipper’s hat and 
white ducks, atop the cabin of his trim 
and speedy craft. 

q James Gluck has completed a sucess- 
ful road trip for Grafner Bros., Pitts- 
burgh wholesalers, visiting jewelers 
throughout the tri-state area. 

q Recent doings of members of the Town 
Criers, Cincinnati traveling men’s organ- 
ization: Jack Ferris and the Missus re- 
turned to their home in Cincinnati for a 
few days between his jewelry business 
trips. . . . Charles Stern, his wife and 
lovely daughter, took in the baseball 
series. .. . George Emmett Brown, for- 
mer president of the Cincy Town Criers, 
is on the way to recovery following a 
serious sickness. ... P. J. Armeny met 
Max Moser in Seattle and they traveled 


WHEN FRANK JACKSON 
got back from a road trip he 
found his desk at D. C. Per- 
cival & Co., Inc., Boston, 
hilariously decorated. You 
guessed it! A short time 
previously he had middle- 
aisled with the former Miss 
Annie G. Libby, and the 
office was getting even be- 
cause Frank had kept his 
matrimonial plans a 100 per 
cent secret around the Per- 
cival establishment. 
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SOLLATOAU ANNUAL 








"AMONG THOSE PRESENT" at the Califor- 

nia RJA golf tournament, Oct. 17, were, left 

to right, G. W. Germann, W. E. Phillips Co.; 

H. M. Teeple, Haciey Co.; Eddie Hutton, 

Paul H. Samuels Co., and Pere Wrayton. 

Our roving reporter fails to state whether 
they played “customers’ golf." 


together for six weeks down the coast to 
Los Angeles. . . . Town Crier boys home 
for the World Series included Julian 
Hesse, Charles Payne, Ed Wubbolding, 
John Shira, Frank Deprez, Dick Albert, 
Maurie Solomon, Jimmy Dunn, Charles 
Rauch and James “Grandpa” Fenster- 
macher. 

q “The mermaids compare favorably with 
those at the Cliffs or Point Loma back 
home,” said E. C. McKeen, knight of the 
grip from San Francisco, when on a 





recent trip to the Eastern jewelry mar- 
kets he visited Provincetown, Mass., to 
watch the Atlantic roll in. Atop the 
Pilgrims’ Tower, he took advantage of 
various vision accessories. 





127 








q Henry Arnold, president of the Bos- 
ton Jewelers Club, left, talks the cam- 
paign over with Senator-Elect (?) O. S. 
Searles, Newport, Vt., jeweler. Since 
this issue went to press before Election 
Day, we had to qualify Searles’ member- 
ship in the United States Senate, for 
which he was a candidate. With his coat 
off Searles certainly looks cool, and where 
could a candidate pick an advance man 
equal to Henry? 

q Oct. 11 marked the 20th year that 
Samuel E. Gurry has been with the 
Bulova Watch Co. Sam, who is now a 
Bulova sales representative in parts of 
Pennsylvania and Ohio, worked his way 
up from a minor position in- the eom- 
pany’s offices. Unfortunately, Gurry was 
on the road when the anniversary came 
to pass, but he’s promised a rousing time 
when all hands foregather in New York 
at the end of the season. 


Wanted:—a Salesman 


q Must have the following qualifications: 
Must be a man of vision and ambition, 
an after-dinner speaker, night owl— 
work all day, drive all night and appear 
fresh the next day. Must learn to sleep 
on the floor and eat two meals a day to 
economize on traveling expenses. Inhale 
dust, drive through snow 12 feet deep 
at 10 below zero and work all summer 
without perspiring or acquiring B. O. 

Must be a man’s man, a ladies’ man, 
model husband, a father, a devoted son- 
in-law, a good provider . . . a plutocrat, 
Democrat, Republican, New Dealer, an 
old dealer and a fast dealer .. . a tech- 
nician, electrician, politician, machinist, 
mechanic, and ambidextrous. 

Must be a sales promotion expert, cre- 
ate a demand for obsolete merchandise, 
be a good credit manager, correspondent, 
attend all jobber clinics, dealer meetings, 
labor union meetings, tournaments, 
funerals and births . . . visit customers 
in hospitals and jails, contact all ac- 
counts every two weeks and in SPARE 
time look for new business, collect de- 
linquent accounts and attend factory 
sales conferences. 

Must have a good car, attractive home, 
belong to all clubs and pay expenses at 
home and stay on the road. Must be 
an expert driver, talker, liar, dancer, 
traveler, bridge player, poker hound, 
toreador, golf player, diplomat, financier, 
capitalist, and philanthropist . . . an 
authority on palmistry, chemistry, arche- 
ology, psychology, meteorology . . . dogs, 
cats, horses, blondes, brunettes, red- 
heads, and lingerie. 

None other need apply. 

—Anonymous. 











STANDARD 


IS 999.75 PLUS 


and other standards of fineness maintained 


in all our other metals 


FINE GOLD PLATINUM 
PALLADIUM IRIDIUM 


Ruthenium — Rhodium — Osmium — Silver 
Platinum in all degrees of hardness 
Platinum and Gold Solders 


Stamped with the K & L guarantee of Quality 
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SWEEPS — FILINGS 
SCRAP GOLD AND SMELTERS AND REFINERS 


PLATINUM 24 JOHN ST. NEW YORK, N. Y. 
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CASH for Your Entire Stock and Fixtures 


— Over $5,000,000 Worth of Jewelry Stocks Purchased In Past Ten Years — 


Among The Numerous Stocks Purchased Recently Are: 


$150,000—J. Henry Hepp, Troy, N. Y. $ 50;000—Koch’s, Savannah, Ga. 

$500,000—Newsalt’s, Dayton, Ohio.  $ 65,000+-Siebel’s, Saginaw, Mich. 

$250,000—Harris & Shaffer, Wash., D. C. $ 25,000—Wolfhegel’s, Paterson, N. J. 
$150,000—Shaw & Brown, Wash., D. C. $ 25,000—Eisensmith Jewelry Co., Charleston, W. Va. 
$200,000—Berry & Whitmore, Wash., D. C. $400,000—C. P. Goldsmith, New York City. 


And other stocks from Coast to Coast, too numerous to mention. No stock too large or 
too small. Our representatives will call anywhere at our expense, and make you the high- 


est cash offer. All communications held in strict confidence. 








at 4, eur 
—— 
We have been the largest jewelry stock buyers If you wish to sell your surplus merchandise, 
in the country for the past forty years. Due or any part of your stock, ship it to us, and 
to our many outlets, we are able to pay the our check will be sent by return mail. Your 
highest cash prices. For information concern- stock will be held intact awaiting your ac- 
ing our reputation, and for references, consult ceptance. If not satisfactory, merchandise will 
Jewelers’ Board of Trade, or your local Bank. be returned to you immediately. 




















WRITE WIRE PHONE 


GORDON BROTHERS 


Cash Buyers of Jewelry Stocks and Fixtures 
18 Province Street + Boston, Mass. 
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Practical Modern Watehmaking 


by HOWARD L. BEEHLER, President, Horological Institute of America 


Part I—The Cireular Pallet Detached Lever Escapement 





HE purpose of this discussion is to explain in sim- 

ple language, supplemented with illustrations, the 
operation of the escapement in all its important phases 
and to show the results produced by alterations to the 
properly adjusted escapement. 

The illustrations from Figure 1 to 5 depict the pallet 
action as the fork moves from one banking pin to the 
other. Since this action is similar for both directions of 
movement, only one half of the complete motion is 
shown. Let a represent the fork, R and L the “R stone” 
and “L stone,” F the pallet arbor, and W a wedge. In 
order that the discussion might be simplified, the wedge, 
rather than an escapement wheel tooth is used to “lift” 
the pallet stones. The movement of the wedge is from 
left to right along the base line, A-A’. Its range of lift 
is divided into four equal angular divisions, as are the 
are through which the fork travels and the elevation of 
the “L stone” from the base line. In sequence from 
Figure 1 to 5 the action is as follows: 

Figure 1—The fork is at rest against the banking 
pin, P’, and the wedge has not yet started its lifting ac- 
tion against the “R stone.” The “L stone” is at its 
maximum elevation of four units above the base line. 

Figure 2—The wedge has moved to the right so that 
it has raised the “R stone” one division. Consequently, 
the fork has rotated about the arbor, F, to the right one 
quarter of its range of motion and the elevation of the 
“L stone” has been decreased by one unit. 











This is the first instalment of a series of 
original articles on “Practical Modern 
Watchmaking,” which have been prepared 
as part of the new educational program of 
the Horological Institute of America and 
through the courtesy of that organization 
are here appearing in print for the first time. 
Following their first publication in JEWELERS’ 
CircuLar-KEYSTONE, reprints of the articles 
will be made available through the Horo- 
logical Institute, to whom requests and in- 
quiries should be directed. Address Ralph E. 
Gould, Secretary, Horological Institute of 
America, c/o Bureau of Standards, Wash- 


ington, D. C. 








Figure 3 and Figure 4—The wedge has progressed 
farther to the right. The increments of lift of the “R 
stone’’ produce equal changes in elevation of the “L 
stone” and corresponding deflections of the fork. 

Figure 5—The wedge has raised the “R stone’’ its 
maximum lift, deflected the fork against the banking 
pin, P*, and lowered the “L stone” to the base line. This 
position marks the conclusion of the “impulse” action 
upon the “R stone.” 

Farther movement of the wedge to the right releases 
the “R stone,” and brings it into position to commence 


— 
— 
_— 
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THE AMBITIOUS JEWELER 


He offered to test watches free. But, 
how could he have known that so many 
would accept the offer, then decide to 
have their watches repaired or else buy 
new ones? And all this, just because 
there was no disputing the printed test 
records. Well that’s the consequence of 
having a— 


GOR 
Watch SS FF on 
ah) Master 
Diagnoses watch troubles and prints the 24 hour- 
rate—all in 30 seconds. 


American lime Products 
580 Fifth Ave. Inc. 


Distributors of Western Electric Watch-rate Recorders 


New York, N. Y. 














SLOVES PAYS 


* $0.68 per Dwt for 10 Karat Gold 


e -—_* " " 24 " " 
e 1.22 " " " 18 " " 
e 1.49 " " " 99 " " 


Weight and Karat Test Guaranteed 
STERLING SILVER, Market Price 


Your lot accurately valued, reported, and held for your O.K. 
We sell fine gold (.99975 + ) 


JOSEPH SLOVES 


Refiners GOLD-SILVER-PLATINUM Assayers 
149 CANAL STREET NEW YORK CITY 

















EST. 1844 














TO OUR FRIENDS 
IN U. 5. A. WE SAY; 


send us your sweeps as usual. 


The war makes no difference what- 
ever to our ability to quote top prices 
or to your compensation in the event 


of loss. 


Lees A 
Sanders 


LTD. 
BIRMINGHAM: 18: ENG. 


ae 
F SMELTERS 


FOR NEARLY A CENTURY = 


wee 

















“THE PATHWAY TO SUCCESS” 


‘ 





WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 


BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 


Dept. C Peoria, Ill. 
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a lifting action upon the “L stone.” As W progresses 
to the right the story of Figure 1 to 5 is repeated—the 
“L, stone” is lifted, the fork is moved to the left, and 
the ‘“R stone” is lowered. 

Figure 6 represents a skeletonized geometrical study 
of the pallet and fork system. The smaller circle x 
represents the path upon which the contact points of 
the “R” and “L” stones move. The larger circle y is 
that upon which the end of the fork travels. For con- 
venience the ratio of the two radii is two to one. The 
vertical height of the wedge is designated by the dis- 
tance gb. When the wedge raises the “R stone” a 
height of gb, the contact point travels through an arc of 
the smaller circle from a to b, the corresponding point 
on the “L stone” moves from e to f, and the fork moves 
across the same circle from c to d. The ares, ab, ed, 
and ef are all equal. The end of the fork moves along 


B 


4 
—— 


=~ <4 TT-- 
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compared to a wedge of lesser height. In Figure 8 the 
wedge is only three divisions high instead of the usual 
four. When the full “lift” of the wedge is realized, the 
system has moved through only three divisions. The 
“L stone” is located one division above the base line 
and the fork has another unit distance to travel before 
reaching the banking pin. Again the cure is in the ad- 
justment of the stone and not in the movement of the 
banking pin. This, too, shall be discussed later. 

To carry the discussion one step further toward the 
practical escapement consider Figure 9. Here the wedge 
W has been inverted and placed upon the pallet arm and 
the knife edge portion of the pallet has been placed in 
position, as an escape wheel tooth No. 1. The escape 
wheel rotates in a clockwise direction. The wedge and 
the escape wheel tooth have been established in a def- 
inite relationship in the following manner. 











F1G.9. * 
the larger circle from h to h’. While the angular dis- 
placement (number of degrees) of the fork is the same 
as that of both stones, the actual linear movement of the 
tip of the fork is just twice as great, for the radii, as 
previously stated, are as two is to one. The units of 
division mentioned in the discussion of the first five fig- 
ures are in every case angular divisions. The divisions 
upon the altitude of the wedge are made in the manner 
illustrated in Figure 6. The arc ab is divided into four 
equal parts. The points created by the intersections of 
the radial division lines and the circle are projected 
horizontally onto the vertical line gb. In other words, 
the units on ab are equal to each other, but those on gb 
are not exactly so. 

To produce the exact effect of that caused by a stone 
which is too far out, the height of the wedge may be 
increased one division. This condition is illustrated in 
Figure 7. Everything has advanced as in normal opera- 
tion through four units. The “L stone” is down on the 
base line, the fork is against the banking pin, and the 
“R stone” has been lifted four units, but the “R stone” 
must be lifted one division higher in order that it might 
be released. This situation is the same as that of an 
“R stone” which is pushed too far out. The most effec- 
tive cure is pushing the “R stone’ in. The detrimental 
effects accompanying the easier course of action—turn- 
ing out P?—are covered later in this discussion. 

Similarly a stone that is pushed in too far might be 
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F/G. 10. FIG. I. 


The intersection of the horizontal base line A-A’ and 
vertical line B-B’ mark the location of the escape wheel 
center. The circle C of arbitrary radius about this 
center is that upon which the knife edge tips of the 
escape teeth travel. The line BD is drawn from the 
escape wheel center at an angle of 30 degrees to the ver- 
tical BB’. At the point of its intersection with the circle 
C, is drawn a tangent EF which crosses line B-B’ at 
point F. The point F marks the center of rotation of 
the pallet and fork. 

Now that the escape wheel and the pallet center have 
been located, the problem is to place the teeth and the 
wedges in proper relative positions. Two radial lines 
BG and BH are drawn from the escape center, each 5 
degrees on opposite sides of the line BD. Through the 
points, created by the intersections of these lines with 
the circle CC using point F as a center scribe the con- 
centric circles K and K’. The line NF is now con- 
structed so that the angle between it and EF is equal 
to 10 degrees. The inclined faces of the wedge is the 
line formed by connecting these two points: (1) the in- 
tersection of the lines BG and EF and (2) the intersec- 
tion of the line NF with circle K. The remainder of the 
wedge is outlined to emphasize the similarity between 
this case and that of the preceding illustrations. The 
opposite wedge is located in similar fashion except that 
its face is drawn in so the let off corner of the impulse 

(Please turn to page 133) 
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B LACK FOREST CLOCK-—Would it be an advan- 
/ tage to replace the cord suspension of pendulum 
of an old Black Forest clock, with a spring suspension? 
(Question No. 5272.) O. A. Co. 

Answer—Probably not. With a spring suspension, 
more power through the escapement would be needed to 
keep the pendulum in motion, and this would be a me- 
chanical disadvantage and have no offsetting advantage. 
Generally speaking, the restoration of a timepiece should 
amount to correcting places where wear has occurred, 
but not changing features of the original design, which 
may throw the action of the mechanism, as a whole, out 


of balance. 


QS YNTHETIC” DIAMONDS—What is true, up- 
to-date, about the making of synthetic diamonds? 
Some people say there is risk in putting money in genu- 
ine diamonds because diamonds will soon be manufac- 
tured much cheaper. (Question No. 5273.) F. S. 


Answer—What do you mean “synthetic” diamonds? 
Two or three people claim to have made diamonds of 
microscopic size in the laboratory, but such claims have 
never been verified, and there is considerable doubt as 
to whether any actual diamonds have ever been artifi- 
cially produced. Even on the basis of the results claimed, 
and even if it were possible to make much larger stones 
than the experimenters claim to have done, the cost of 
manufacture would be hundreds of times the price of 


natural stones. 





USTED CENTER PINIONS—Here is maybe an 
odd question. Lately I accepted a job as watch- 
maker, offered because my employer was dissatisfied 
with the work of the last man here; too many “come- 
backs.” I am now straightening these out, aiitl what I 
would like to know is whether you could give me any 
idea of why many of the comeback watches are found 
to have badly rusted center pinions. This seems to be 
so thick sometimes that it is the rust that stops the 
watches. But no other steel parts of these watches have 
this thick rust on them, although some do have more or 





WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


less of it, of just ordinary amount I would say. (Ques- 


tion No. 5274.) B.C.S. 


Answer—As you say, your problem is unusual, and 
to suggest an answer is perhaps a little more in the 
Sherlock Holmes “deduction” line than most Workshop 
Notes queries call for. But we will risk a guess on it, 
as follows: that the former watchmaker made a prac- 
tice of twisting mainsprings into the barrels instead of 
using a winder; and that he was one who had excep- 
tionally corrosive perspiration. Holding a barrel by its 
teeth tightly enough to wind in a spring would charge 
the teeth well with perspiration, which would rust the 
center pinion as you have stated. You might check this 
theory by noting whether a large proportion of the main- 
springs are “stacked,” which would be another indica- 
tion that the springs were wound in with the fingers in- 
stead of with a winder. 





OUTH BLOWPIPE—I would like to know the 

trick of using a mouth blowpipe to give a steady 

blast of flame without stopping it to take another breath. 

I see it done by a man in the shop where I run errands, 

but he laughs at me when I ask him to show me. (Ques- 
tion No. 5275.) C. M. 


Answer—The continuous blast from a blowpipe is 
made by allowing the cheeks to fill with air from the 
lungs, then use air from the pressure of the cheeks to keep 
the blast going during the time when you must be taking 
a fresh breath through the nostrils. A little practice will 
enable you thus to use alternate pressures from cheeks 
and chest, resulting in an uninterrupted blast through 


your blowpipe. 


LOCK STOPS—Can you say what might stop an 

old clock I overhauled, which runs well on brackets 

in my shop, but may stop once a month or so in the own- 

er’s home? It has wooden upright bars that hold the 

trains; I bushed all holes with brass, and can’t see any- 

thing wrong with escapement or anything else. (Ques- 
tion No. 5276.) G. McB. 
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Answer—lf your opinion that there is nothing wrong 
with the escapement, etc., is correct, then we suggest 
looking for trouble in the train. You say you bushed all 
the pivot holes. Let us say that in the kind of clock 
described, with wood bars held in a wooden frame for 
the train bearings, the bushings should not fit pivots 
closely ; there ought to be more sideshake of pivots than 
in a clock with one-piece plates. The reason for this is 
that in a wood-bar movement, the frame is not rigid; 
changes of weather, and other changes of conditions, 
like moving the clock from the brackets in your shop to 
the supports in the clock case in the owner’s home, may 
cause the positions of the wood bars to change slightly ; 
this would cramp pivots in their holes and stop the 
clock, if there is not a pretty free play of the pivots in 
the bushed holes. And the effect would be just as you 
describe—an occasional stoppage, with long intervals of 
running, perhaps. A good way to open the bushed holes 
would be to run a taper-broach in half way from each 
side, which would make a hole somewhat like an olive- 
hole in a watch jewel, and be an extra precaution against 
cramping pivots. 


AINSPRING GUARANTEE—How often does 
the customer have the right to a mainspring be- 
I mean, when a spring is paid 





ing put in free of cost? 
for, then breaks, if the one put in free breaks, should it 
be put in without charge? (Question No. 5277.) F. R. 

Answer-—It is customary to guarantee a mainspring 
for one year. It seems fair that any number of springs 
that happen to break during one year from the date the 
first spring was supplied, should all be replaced without 
Actually it is seldom that more than one free 
If an unusual 


charge. 


proportion of springs from one lot purchased are found 
to break, that could be adjusted by the material dealer, 
and most dealers are fair in such matters. An un- 
usual percentage of, breakage may indicate something 
defective in one lot of springs that would not be true of 
other lots of the same brand. 





PRACTICAL MODERN WATCHMAKING 
(From page 131) 
face or inclined plane is located at the intersection of 
circle K with line E’F. This difference is necessary 
so that the rising of the R wedge will lower the L wedge 
into proper position for the reversal of motion. 

The tip of escape tooth No. 1 is located at the begin- 
ning of the impulse face of the wedge, or as it has now 
become, the “R stone.’”’ When tooth No. 1 is advanced 
through 10 degrees about its center, the wedge will be 
lifted 10 degrees about the center F. If 15 teeth are 
placed on the escape wheel, they are separated by 
(360 -- 15) 24 degrees. The angle GBU is drawn 24 
degrees from line GB, locating the point of tooth No. 
15. The angle H’BL of 2 degrees is to provide the drop 
or clearance for tooth No. 13. 

Figure 10 shows the tip of the escape wheel advanced 
5 degrees or half way across the inclined plane of the 
“R stone,” and in this action, the fork has moved half 
way between the two banking pins P’ and P?. 

In Figure 11 the impulse on the “R stone” has been 
completed and escape tooth No. 14 is in position to re- 
verse the motion of the pallet and drive it back to its 
original position. 
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MOTOR OIL VS. WATCH OIL 
by FRANK D. URIE 


Superintendent, research and inspection, 
Elgin National Watch Co. 


The accompanying photographs show the spreading 
characteristics of two oils, one a well known motor oil 
nationally advertised as good enough for fine watches, 
and the other a high grade watch oil. 

At the start of the test a drop of each oil was placed 
on a highly polished block of steel. The camera was 


Watch Oil 


Motor Oil 


Left, at start; right 
at three hours. 





The two oils at 24 and 
28 hours. 








mounted vertically over this block and photographs, 
magnified 2 X, were taken at various intervals of time. 
The upper drop on the photographs is watch oil, which 
maintained its globular shape throughout the test with 
no evidence of spreading. The lower drop is motor oil, 
which started to spread as soon as it touched the steel 
block and before the camera shutter could be snapped 
to take the first picture. 

At the end of three hours the spreading was very 


Watch Oil 


Motor Oil 


At two and three 
days. 





The same oils at four 
and six days. 








apparent, and at the end of. six days, the original drop 
of motor oil was entirely diffused. 

Any oil to be good enough for fine watches must pos- 
sess high anti-spread characteristics. The reason for this 
is, of course, self-evident. The consumer never checks or 
adds oil to his watch; only when he takes it to his 
jeweler for cleaning is the watch oiled. Moreover, the 
oil which the jeweler applies to the watch must then last 
a year or more, until the next cleaning. If this oil 
spreads rapidly it will disappear from the watch bear- 
ings in a few days, with the result that the watch will 
either stop, or perform irregularly due to excessive wear 
on the bearings, causing permanent damage to the watch. 
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Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 


closed. 


Advertising matter addressed _ to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 


To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 


‘400 E. 42nd St., New York 








_ Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 








EXPERT jewelry repairer and diamond 
setter, store preferred. Address “B., 
3594,” care Jewelers’ Circular-Keystone. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





IF YOU ARE IN NEED of a watch- 
maker, jeweler or optician, write to 
Henry Paulson & Co., 37 So. Wabash 
Ave., Chicago, Ill. 





WATCHMAKER, thoroughly experi- 
enced; fine workmanship; sales ability. 
Address “A., 3645,” care Jewelers’ Cir- 
cular-Keystone. 





FINE LETTER and ornamental en- 
graver; enamel cutting, carving, crest, 
coat-of-arms; fine store experience; 
good habits. T. H. Moore, 335 E. 33 
South, Salt Lake City, Utah. 





EXPERT Swiss and American railroad 
watchmaker; 25 years’ experience; 
capable assuming charge repair depart- 
ment; good references. Address “G., 
3642,” care Jewelers’ Circular-Keystone. 


TRAVELING SALESMAN, large and 
small cities Middle West, many years’ 
following, jewelers, gift shops, depart- 
ment stores. Address “A., 54,” care 
Jewelers’ Circular-Keystone. 





RECENT leave from one of America’s 
finest installment jewelry stores, has 
created availability of an _ excellent 
salesman for you. Address “K., 3553,” 
care Jewelers’ Circular-Keystone. 





BOOKKEEPER, full charge of office de- 
tail; 10 years’ experience in jewelry in- 
dustry; excellent references. Address 
“O., 3615,” care Jewelers’ Circular- 
Keystone. 





EXPERT DESIGNER and bench worker, 
also experienced as salesman, wishes 
to change his position; best references. 
Address “K., 3612,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, age 54, thoroughly 
trained with a life time at the bench; 
best, clean work; two dependents; go 
anywhere. W. L. Etheridge, General 
Delivery, Macon, Ga. 





NEXT YEAR; a salesman of outstand- 
ing performance, will be available for 
some reputable credit store on the 
Pacific Coast. Address “H., 3573,” care 
Jewelers’ Circular-Keystone. 





A-1 WATCHMAKER, engraver, sales- 
man, one who understands his busi- 
ness, capable of working in the finest 
stores, wants permanent job with good 
reliable firm. Box 167, Reno, Nevada. 





JEWELER, eight years’ experience gold 
platinum; can do some repairing; will 
£0 anywhere; references; reasonable 
salary; wishes steady position. G. 
Gazet, 144 Amsterdam Ave., New York. 





YOUNG MAN experienced office and gen- 


eral inside work, seeks’ connection 
wholesale jewelry house; moderate 
salary; good references. Address “‘A., 


3593,” care Jewelers’ Circular-Keystone. 





BOOKKEEPER and office manager, well 
qualified, desires responsible position; 
12 years’ experience in jewelry indus- 
try; excellent references. Address “‘L., 
3415,” care Jewelers’ Circular-Keystone. 





BUYER, merchandiser, manager and 
salesman, experienced every detail, 
cash or credit, take complete charge; 
high grade stores only. Wahle, 122 E. 
95th St., New York. 





DYNAMIC salesman who __ definitely 
merits this title, seeks position reputa- 
ble store handling better class install- 
ment trade; New England preferred. 
Address “T., 3572,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, 20 years’ experience, 
specializing on baguette watches; ac- 
curacy on railroad watches; Iowa pre- 
ferred; Married; age 40; $30 per week. 
Address ‘‘N., 3471,” care Jewelers’ Cir- 
cular-Keystone. 








SALESMAN, responsible; 20 years’ ex- 
perience diamond and jewelry sales- 
man; retail and credit; experienced 
window man; best references; can 
estimate repairs. Address “B., 3440,” 
cure Jewelers’ Circular-Keystone. 





HIGHLY regarded man _ seeks position 
as salesman in_ recognized jewelry 
store located in New York, Philadel- 
phia, Baltimore or Washington. Ad- 
dress “R., 3571,” care Jewelers’ Circu- 
lar-Keystone. 





ENGLISH WATCHMAKER, | efficiency 
guaranteed; baguette, chronometers, 
split seconds, repeaters, railroad tim- 
ing, turning staffs; complicated clock 
work; plain engraving. Clam, 542 
Wabash, Atlanta, Ga. 


MASTER SALESMAN on diamonds and 
watches; open for position in reputable 
credit store; preferably Mid-west; 
highest unsolicited credentials. Ad- 
dress ‘‘M., 3557,” care Jewelers’ Circu- 
lar-Keystone. 





ABOVE AVERAGE in ability, salesman 
seeks connection reputable credit jewel- 
ers located South or Southwest; 
further details and photo upon request. 
Address “L., 3556,’ care Jewelers’ Cir- 
cular-Keystone. 





UNQUESTIONABLY, here’s a man who 
will make an ideal acquisition as sales- 
man in your store; thorough knowledge 
successful installment operation. Ad- 
dress “J., 3552,” care Jewelers’ Circu- 
lar-Keystone. 





SUCCESSFUL salesman seeks position 
in reputable retail establishment, still 
doing cash business only, handling 
better class trade; highest reference. 
Address “J., 3550,’ care Jewelers’ Cir- 
cular-Keystone. 





HEAD SALESMAN available for lively 
recognized store; strictly installment; 
an artist when it comes to handling 
turnovers successfully; highly recom- 
mended. Address “G., 3547,” care 
Jewelers’ Circular-Keystone. 





AVAILABLE JANUARY ; efficiency man ; 
managerial capacity, modern credit 
store; years of rich experience; prime 
of life; results definitely assured. Ad- 
dress “B., 3538,’ care Jewelers’ Circu- 
lar-Keystone. 





MATERIAL MAN who knows business 
A to Z; steady and reliable worker, 
will accept inside or traveling posi- 
tion; like to locate with progressive 
concern at once. Address “A., 3533,” 
care Jewelers’ Circular-Keystone. 





CREDIT STORE, manager, buyer, sales- 
man, 15 years’ experience, capable of 
taking complete charge credits, collec- 
tions, trimming’ effective windows; 
creative account opener. Address “V., 
3577,” care Jewelers’ Circular-Keystone. 





MANAGER, buyer, installment; 15 years’ 
experience; A-1 salesman; capable of 
taking complete charge credits, collec- 
tions, trimming effective windows; ad- 
vertising, sales promotion. Address “T., 
3578,” care Jewelers’ Circular-Keystone. 





SALESMAN, young, experienced; car; 
January 1, desires connection with 
future, with reputable manufacturer or 
jobber selling in Metropolitan New 
York and vicinity. Address “D., 3639,” 
care Jewelers’ Circular-Keystone. 





JEWELER, experienced high class 
platinum and gold special order work, 
wishes permanent connection with re- 
liable concern, New York City or else- 
where. Address “B., 3668,” care Jewel- 
ers’ Circular-Keystone. 





EXPERIENCED watchmaker, jeweler 
and excellent salesman desires position 
in first class store; preferably as man- 
ager repair department; finest charac- 
ter and_ personality. Address “T., 
3625,” care Jewelers’ Circular-Keystone. 





EXPERIENCED manager of repair de- 
partment desires position with large 
first class store in West or Middle 
West; excellent watchmaker and sales- 
man. Address “V., 3626,” care Jewel- 
ers’ Circular-Keystone. 





WATCHMAKER, expert on Swiss and 
American; clock and jewelry repair- 
man; number of years’ experience: 
best of references; desires position with 
reliable firm. Address “P., 3622,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, fast, skillful; honest, 
family man, age 40, working fine store; 
want watch bench, or be repair sales- 
man; wages $50 week: employer will 
okay me. Address “S., 3477,” care 
Jewelers’ Circular-Keystone. 





CERTIFIED watchmaker, jeweler and 
engraver; highly trained for position 
as head watchmaker, or assistant man- 
ager; fine character with fine refer- 
ences. Address “M., 3618,” care Jewel- 
ers’ Circular-Keystone. 
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SPECIAL ORDER WORK FOR 
TRADE 








AUTHORIZED fountain pen service to 
dealers everywhere; minimum factory 
prices and policy, plus quicker delivery 
and the advantages of combining all 
make pens under one mailing; saves 
more than half your postage cost. Open 
account, Miller’s Pen Service, Atlanta, 


Ga. 





To Let. 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








OFFICE SPACE for rent, suitable for a 
watchmaker or jewelry designer; clean 
office. 551 Fifth Ave., Room 923, New 
York City. 





ASBURY PARK, N. J.; store 14x90 for 
rent on main business street; excellent 
for optician; very reasonable. ’Phone 
Endicott 2-7564 in New York, or 611 
Cookman Ave., Asbury Park, N. J. 





SUB-LETTING several bench spaces in 
a fully equipped manufacturing shop 
for jewelers, engravers or diamond cut- 
ters; very reasonable. Room 506, 2 W. 
47th St., New York City. 








Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words 5 cents a word 








LEARN WATCH REPAIRING by doing 
it; thorough training under expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





WATCHMAKERS; increase your ability 
through the highly recommended books: 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 




















YOU WANT A POSITION 
YOU WANT A SALESMAN 
YOU WANT A WORKMAN 
YOU WANT TO EXCHANGE 
YOU WANT A PARTNER 
YOU WANT TO SELL OUT 
YOU WANT TO SELL TOOLS 
YOU WANT TO LET A PLACE 
YOU WANT ANYTHING 





USE THE 


Want Advertisements 


of the 


Jewelers’ Circular- 
Keystone 














JEWELRY, GEM CUTTING 
and METALCRAFT 


by W.T. Baxter 


Instructor in Art Metal and 
Jewelry, Woodrow Wilson High 


School, Washington, D. C. 





A book explaining the 
tools, materials and meth- 
ods used in trade shops. 
A reliable guide for ap- 
prentices—a helpful and 
informative book for the 


journeyman worker. 


Contains 224 pages—Pro- 


fusely illustrated. 


Price $2.50 Postpaid 


THE JEWELERS’ 
CIRCULAR- KEYSTONE 


Chestnut and 5éth Sts. 
Philadelphia, Pa. 


100 East 42nd St. 
New York, N. Y. 
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Manufacturers’ News 





Gruen Offers New Christmas Poster 





Above is shown the Christmas poster 
chosen by the Gruen Watch Co. for use 
by its dealers this season, together with 
Jack Lord and Ruth Ownbey, the mod- 
els, demonstrating how they posed for 
the billboard. 

This billboard is patterned after full- 
page advertisements which will appear 
in four-colored insections this fall in the 
Saturday Evening Post, Look and Col- 
lier’s, and in black and white in Esquire. 

Thus, the poster, with the local jewel- 
er’s name and address imprinted, affords 
an excellent tie-in with the national cam- 
paign. More than 2000 billboards of sim- 
ilar nature were used by Gruen dealers 
last season, and the company reports 
those who used the service were almost 
unanimous in their desire to repeat this 
medium of advertising again this year. 





"Silver Theater" Enters Third Year 


“Silver Theater,’ popular dramatic 
program sponsored by the International 
Silver Co., started its third year of 
broadcasting Sunday, Oct. 6, when Lau- 
rence Olivier appears as guest star in an 
original drama, “I’ll Never Forget.” The 
series will continue to be heard at 6:00- 
6:30 p.m. each Sunday evening over the 
Columbia network. 

The success of the “Silver Theater” as 
an International Silver Co. advertising 
campaign has been a notable radio suc- 
cess story since the company began ad- 
vertising on CBS 134 weeks ago, and was 
the subject of a brochure put out by the 
Columbia Broadcasting System, entitled 
“Silver Into Gold.” The account is han- 
dled by Young & Rubicam, Inc. 


Ad Campaign, Dealer Helps, 
For Norma Pencils 


The Norma Multikolor Co., New York, 
manufacturers of Norma Multikolor pen- 
cils, began a large national advertising 
campaign in October. Magazines to be 
used have a total circulation of over 12,- 
000,000 per issue. 

To help dealers tie in with the national 
campaign, Norma is offering an assort- 
ment of four-color display posters in a 
variety of sizes for window and counter 
displays, two mailing pieces in four col- 
ors each, a series of newspaper mats and 
a glass display case. 

All of this material is free to dealers, 
the glass display case being included 
with an order for three dozen assorted 
Norma pencils. 











| 
| 


Robbins Co. Appoints 
Lanpher & Schonfarber 


Announcement is made by A. Frederic 
Ford, general manager of the Robbins 
Co., Attleboro, Mass., of its appointment 
of Lanpher & Schonfarber, Inc., adver- 
tising agency of Providence R. I., as its 
advertising counsel. Present plans in- 
clude the featuring of the entire line of 
Robbins creations in metal, including 
medallions, trophies, medals, convention 
badges, advertising novelties, school and 
college jewelry, name plates, employe 
identification badges and _ organization 
emblems. 


Manning-Bowman Teaches Consumers 


Mrs. Jeanette R. Poey, home economics 
teacher and demonstrator, has just been 
appointed by Manning, Bowman & Co. of 
Meriden, Conn., to direct consumer edu- 
cation and to work with power compa- 
nies, distributors and dealers in promot- 
ing electrical appliances. 

For the past two years, Mrs. Poey has 
been a demonstrator at the Electrical 


JEANETTE R. POEY 
.... Will represent 
the woman's point of 
view for Manning- 

Bowman. 





Farm at the New York World’s Fair. 
For the two previous years she lectured 
on equipment for the New York and 
Queens Electric Light & Power Co., 
prior to which she had done dietetic, 
demonstration and teaching work, in- 
cluding two summers with the Child 
Study Association of New York, and a 
year as demonstrator for the United 
Fruit Co. She holds degrees from New 
York and Columbia Universities and is 
a member of the American Home Eco- 
nomics Association, the American Die- 
tetic Association and Home Economics 
Women in Business. 

In her position with Manning-Bowman, 
Mrs. Poey will work with dealers, ex- 
plaining the woman’s point of view on 
equipment. Most of her contacts, how- 
ever, will be with women’s groups, show- 
ing them the varied uses of electrical 
appliances. 

All Simmons Jewelry 
Is Gold-Filled Quality 


An item in these pages last month de- 
scribing the new catalog of the R. F. 
Simmons Co., Attleboro, Mass., stated 
that this company manufactures both 
gold-filled and rolled gold plate jewelry. 
This statement was, of course, errone- 
ous. All Simmons jewelry is of gold- 
filled quality or better, parts that are 
subjected to extra wear, being well above 
the requirements of the U. S. Commer- 
cial Standard for gold-filled material. 
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Bulova Campaigns for ''President" 


The presidential campaign now draw- 
ing to its close offered Bulova a natural 
and obvious tie-up for featuring their 
“President” series, and the company was 
not slow to capitalize upon the opportu- 





ity. Throughout the month of October, 
showcases of jewelers handling this line, 
sported the display fixture pictured 
above, which, was provided by Bulova 
headquarters for impressing the “Presi- 
dent” models upon the minds and mem- 
ory of the public during the period that 
the contest for the presidency was on 
everyone’s minds and on everyone’s lips. 
It is reported that the fixture was re- 
markably effective—an excellent example 
of the value of tying in display with per- 
manently prominent news events. 





Warren Telechron Expands Plant 


The Warren Telechron Co., Ashland, 
Mass., prominent manufacturers of elec- 
tric clocks, have started a program of 
plant expansion to provide increased 
manufacturing facilities to meet increas- 
ing demand. 

Ground has been broken for the erec- 
tion of a shipping and warehouse build- 
ing of steel frame and brick construction, 
180 x 120 feet, and directly north of the 
present main building. This new build- 
ing will afford 65,000 sq. ft. of addi- 
tional floor space. 

The shipping and stock departments 
will be transferred to these new quarters, 
thus releasing valuable space for pro- 
duction and speeding manufacturing 
schedules and deliveries. 


"Glad Rag" Gains a Gag 


When the makers of Glad Rag, a 
chemically treated cloth for polishing 
silver, announced a contest for jingles 
about their product, they were prepared 
for almost anything. But here’s one 
entry that tied the whole organization up 
in knots when it was received, and easily 
walked off with one of the prizes: 

If you have a wayward daughter, 
With a stain upon hé¥ honor, 
Don’t despair and tear your hair— 

Just try a Glad Rag on her! 

It is highly improbable, however, that 
this jingle will be used in Glad Rag 
advertising. 
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Elgin Shows Christmas Advertising 


A new portfolio showing both the 
company’s national advertising and the 
various helps available to dealers for 
their Christmas campaigns has just been 
released by the Elgin National Watch 
Co. 

The program comprises a wide va- 
riety of advertising, including four sheet 
billboard posters for display over the 
local jeweler’s name to extensive news- 
paper and magazine advertisements by 
the manufacturer, a line of full color 
postal cards bearing the dealer’s name 
and address, personalized letters, street 
car and bus cards, radio commercials, 
Christmas movie slide films, and a new 
one and one-half minute moving picture 
trailer. 

Free mats for local newspaper adver- 
tising are also included in two separate 
sets of 15 ads each, one set being de- 
signed for “cash” jewelers, and another 
for those who do a credit business. 

Finally, reprints of several of the ads 
from the November and December 
magazines, many of them in four colors, 
are available for mounting as window 
and counter displays. 





WINS PLASTIC DESIGN AWARD 





For the second year in_ succession, 
Schick Dry Shaver, Inc., of Stamford, 
Conn., won a major award in the plastic 
design competition sponsored by Modern 
Plastics Magazine. The new streamline 
“Colonel Schick” electric shaver pictured 
above, took top honors in the classifica- 
tion of novelties and miscellaneous items 
fashioned from plastics. Raymond Loewy, 
famous industrial designer, is responsible 
for the styling of this shaver, which is in 
rich ivory plastic with gold color trim, 
and a maroon-and-gold name plate. 





Another Advertising 
Contest by Gruen 


The second annual advertising contest 
for college students has been launched 
by the Gruen Watch Co., which offers a 
first prize of a $500 cash scholarship for 
the best advertising layout, sketch for an 
outdoor poster, or idea for a radio show. 

Second prize is $250; third and fourth 
prizes $100; fifth and sixth prizes, $50; 
and there are 10 additional prizes of 
Gruen-Veri-Thin wrist watches In ad- 
dition, each professor who has a winning 
student in his class will receive a hand- 
some Gruen Curvex. 

Deadline for entries is Dec. 31, 1940, 
after which they will be hung in galleries 
at Rockefeller Center, where they may 
be visited by the public. More than 800 
were received last year. 

Judges of the competition include: 
Henry W. Von Unruh, president of the 
American National Retail Jewelers As- 
sociation; Ralph Roessler, president of 
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the National Association of Credit 
Jewelers; Frank E. Mason, vice-presi- 
dent of NBC; Howard Black, vice-presi- 
dent of Advertising § Selling; Howard 
Scott, noted poster artist, and Stanford 
Briggs and John J. McCarthy, vice-pres- 
idents of McCann-Erickson, Inc. 





Debs" Again Boost Heller Pearls 


Pearls are playing an important role 
in current and forthcoming fashions, says 
L. Heller & Son, and the ever-growing 
demand for Heller cultured pearls re- 
flects the popular trend. 

Right now, continues the announcement, 
they are at the peak of public favor for 





Cultured pearl brooches are popular 
items in the new Heller line. 


both formal and informal wear, and the 
preference is not confined to necklaces 
alone, brooches and spray pins being also 
highly popular. 

Heller’s has begun a new national ad- 
vertising campaign in Vogue, Mademoi- 
selle and Picture Play, continuing the 
same theme—“Debutantes Wear Heller 
Cultured Pearls”—which proved so suc- 
cessful in previous Heller campaigns. 
This year the most-talked about “Debu- 
tante of the Year,’ Josephine Johnson, 
takes the center of the Heller advertis- 
ing stage, along with Debutante Ridgeley 
Vermilye. Their news-importance is ex- 
pected to lend strong-attention value to 
the 1940 Heller cultured pearl adver- 
tising. 





Croton Ads to Stress Soldier Use 


In response to numerous requests from 
dealers throughout the country, Croton 
Watch Co. will run ads in two Decem- 
ber issues of Saturday Evening Post on 
its 17-jewel Aquamatic. 

The ads will stress the desirability of 
the Aquamatic fer men in military ser- 
vice because of its waterproof, shock- 
proof, dustproof and non-magnetic qual- 
ities. 


K-M Biscuit Baker Display 





One of Knapp-Monarch Co.’s newer 
appliances, the electric biscuit baker for 
use on the dining table, is presented in 
a die-cut display, silk screened in five 
colors—yellow, red, green, black and 
white—with a die-cut section to hold the 
biscuit baker. The display is 15 in. high, 
163, in. wide and is made of polished 
chrome fitted with blond maple handles. 
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Longines-Wittnauer Store at Fair 
Proved Good Consumer Laboratory 


Throughout the life of the New York 
World’s Fair, Longines-Wittnauer Watch 
Co. maintained an exhibition store there 
with a complete showing of the current 
lLongines and Wittnauer regular lines 
and a small display of scientific and avi- 
ation timepieces. Contrary to expected 





An interior view of the Longines-Wittnauer 
store at the New York World's Fair. 


results it was found that the greatest in- 
terest was aroused by the large display 
of personal watches rather than those of 
historic importance. 

Even in the exotic atmosphere of the 
World’s Fair, it was found that mer- 
chandise is still the greatest magnet in 
merchandising. The possibility of exam- 
ining something that the visitor might at 
some time buy and own was far more 
interesting than some marvel which lacks 
that personal appeal. 

The exhibit was so faithful a repro- 
duction of a store that many’ people 
found it difficult to understand that 
nothing was for sale. Some were insis- 
tent that a certain watch should be 
taken out of the case and delivered 
forthwith. A few even offered to pay a 
premium. It was necessary in a few in- 
stances to open a case to show that only 
dummies were on exhibition before the 
would-be purchaser could be convinced. 
It is doubtful if the same interest would 
have been shown in the watches if the 
store atmosphere had not been simulated. 
Lesson two from the experience is that 
a store should look like a store to get 
business. 

Executives of Longines-Wittnauer and 
members of the sales staff have put in 
many hours in the store with the regular 
attendants. The result has been the ac- 
cumulation of thousands of valuable first 
hand consumer reactions to various watch 
features. This information has_ been 
carefully noted and the results are to be 
presented to Longines-Wittnauer jewel- 
ers shortly under the title “What 135,000 
People Taught Us About Watches.” The 
actual number of people who spent time 
window-shopping as well as actual store 
visitors must be close to a half million. 
The store was located on Constitution 
Mall, the main artery to the spectacular 
fountain display that was the major eve- 
ning feature at the Fair. 


New Catalog of Watch Materials 

A new 40-page catalog listing a wide 
assortment of Swiss and American 
watch materials and tools, watch cases, 
watch straps and bracelets, and “Till- 
more” watches, has just been issued by 
the Central Watch Materials & Supply 
Co., 134 S. 8th St., Philadelphia, Pa. 

A copy will be sent upon request by 
any interested jeweler or watchmaker. 














snk 27% of the Year’s Jewelry Sales are 
made in the month of DECEMBER.* 


© This year it may be even a larger percentage. 


® Are you prepared for the greatest business in over 10 years? 
You may not sell many $100,000 necklaces, but you will have 
an opportunity to make hundreds of sales of jewelry, watches, © 
clocks, silverware, and gifts of all descriptions; IF—IF your 
advertising and promotion are well planned—IF your win- 
dows have that “come-hither look” —IF your sales personnel 


is courteous—and IF your stock is complete. 


® Don’t miss sales for lack of wanted merchandise. Check 
through this issue of THE JEWELERS’ CIRCULAR- 
KEYSTONE, and—again next month at the last minute 
check through the December issue. Write, wire, or phone 
those whose advertisements you see. They are all representa- 
tive and dependable and eager to render prompt and efficient 
service. Depend upon the advertisers, and patronize them 


for whatever your needs may be. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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For over 71 years the recognized authority 
and leader of the jewelry trade 


100 East 42nd Street ‘ ‘ : . New York 
56th and Chestnut Streets ‘ : . Philadelphia 
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Chad Gan Borelurions: 


INVESTMENT? 

JUDGING by some of the ads we've been seeing 
lately, the recent upturn in the price of diamonds seems 
to have given quite a few jewelers the bright idea of 
urging the public to buy diamond jewelry as an invest 
ment. 

It’s perfectly true, of course, that in comparison with 
many other kinds of assets, diamonds are remarkably 
stable in value and that cash can always be realized on 
them any time and anywhere in the world. But that 
doesn’t make them an “investment.” The dictionary says 
that to invest is “to lay out capital in the expectation of 
income or profit,” and that’s what the word “investment” 
means to the public. 

Just how is the man who buys a diamond ring at retail 
going to make any income or profit on it? No diamond 
ring that we have ever seen has any coupons to be 
clipped and put in the bank. And to make a profit, the 
customer would have to sell his ring back to some jeweler 
or pawnbroker for more than he paid for it at retail. 
How much chance do you think he has of doing that, 
especially with the $29 or $39 rings that are featured in 
most of these ads? 

Yet one of these advertisements which lies before us 
as we write is headed in big black type—“The best rea- 
son in the world to buy a diamond is for investment.” 
And the others all sing the same tune. 

Why try to kid the public? Untruthful advertising 
always comes home to roost sooner or later, and the 
jeweler who does things to destroy people’s confidence 
that they can always believe what he tells them, is de- 
stroying the very foundation upon which his business 
stands. 

NEW LAMPS FOR OLD 

HAVE YOU any diamond jewelry that’s been in stock 
for several years and is now badly out of date? There’s 
a wonderful opportunity right now to convert any such 
dead inventory into modern salable pieces—and do it 
without cost. 

Impossible? Not at all. The explanation is in the 
increase in the price of diamonds during the past year. 
Here’s how it works. Let’s assume that you have a piece 
of diamond jewelry that cost you $800 a few years ago. 
Today for a piece using the same stones you'd probably 
have to pay about $1000—maybe a little more or a little 
less—depending on how big a percentage of the total 
weight of diamonds consists of melee. 

So you can take that $800 piece, spend $200 on a 
new modern style mounting for the stones, and have an 
up-to-date salable item at no greater total cost than if 
you bought the entire new piece today. Or, as many 
jewelers are doing, you can use the stones from one large 
brooch or necklace or bracelet to make up two or three 
or four smaller items in the price ranges that are in 
demand today. 

When you can take dead merchandise and transform 
it into new salable goods that will yield a cash profit 
instead of a frozen asset, it sounds to us like pretty good 
business. 
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Why not check over your diamond jewelry right now, 
and bring it up to date for Christmas selling? 


KNOCK-KNOCK 


WHY IS IT that some business men seem to feel that 
in order to build up their own prestige they have to make 
disparaging comparisons—sometimes downright untruth- 
ful ones—with other business and other products? 

Because the jeweler and his goods are so universally 
recognized and accepted as the acme of quality, the jew- 
elry business is perhaps the most frequent victim of this 
sort of attack. Manufacturers of other goods think that 
if only they can make their products sgem as fine as the 
jeweler’s wares, that is the highest recommendation it’s 
possible to have. Which may be true, but unfortunately 
their eagerness to achieve that end sometimes leads them 
to make some pretty wild statements. 

Some months ago, a prominent manufacturer of auto- 
mobiles claimed that a wrist watch is “rougher than our 
engine.” Then an oil company came along with the state- 
ment that their regular automobile oil was good enough 
for a fine watch. Now still another advertiser, in an 
effort to impress the reader with the natural purity of 
the product, compares it to pearls and makes the state- 
ment that ‘‘most cultured pearls have fake centers 
amounting to 75 to 90 per cent of the whole pearl.” 

Jewelers very naturally and very rightly are becoming 
aroused over these repeated derogatory statements, 
which tend only to cast doubt on the quality of their 
goods, do not help the advertiser, and are just plain un- 
truthful. 

NOT A SUBSTITUTE 


SEVERAL watch repair shops in New York—and no 
doubt in other large cities as well—have recently blos- 
somed out with advertisements to the effect that their 
repair work is “certified.” 

Since we could not find that these men were certified 
watchmakers of the H.I.A.—or of any other horological 
body—and since New York State has no watchmaker 
examination and licensing law, we were a little curious 
as to just what this “certification” represented. 

Investigation disclosed that all that was certified was 
that a reading had been made on the watch timing in- 
strument, even though that reading might indicate three 
or four major errors in depthing, escapement, and ad- 
justing. 

The timing instrument is a marvelous device, but it 
doesn’t make a competent watch repair man out of a 
blacksmith, nor does its presence in a watch repair shop 
necessarily mean that the workmen in that shop are ex- 
perts, and we are sure that the manufacturers of watch 
testing instruments would be the last to claim that they 
are a substitute for skilled craftsmanship. 
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